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This cumulative dissertation consists of four papers that investigate retailer switching and iden-
tify potential and threat of cross-channel retail services (CCRS) for retail businesses. The first, 
conceptual paper compares different theories and models of retail quality. It derives the concept 
of retailer aspects as a framework to measure retailer quality and further discusses how CCRS 
can serve as a tool to enhance those retailer aspects. The second paper discusses results from a 
consumer panel survey and quantifies the influence of satisfaction with retailer aspects on re-
tailer switching during webrooming behavior. The findings of this second paper present the two 
retailer aspects assurance of delivery and competitive product pricing as key determinants for 
retailer switching. The third paper defines CCRS and outlines a conceptual classification scheme 
for CCRS assessments – the CCRS Pentagon. The fourth paper quantifies the impact of CCRS 
adoption and retailer aspect preferences on CCRS-induced retailer switching based on a second 
consumer panel survey. Results from this second study affirm the existence of CCRS-induced re-
tailer switching. The paper concludes that CCRS can serve as a retailer’s lock-in mechanism, but 
that the availability of CCRS in retail environments also threatens retail businesses. In sum, the 
dissertation provides academic contributions and suggestions for further academic research as 
well as practical implications and management tools for application in retail businesses.
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I. Introduction 
Contemporary omni-channel retail environments are defined by seamless 
integration of multiple channels (Verhoef, Kannan, & Inman, 2015) and a confluence 
of tangible goods and smart retail services (Rizk, Bergvall-Kåreborn, & Elragal, 
2018). Omni-channel retailing and services that drive omni-channel retailing promise 
sales growth for retail businesses (see e.g. Ayanso, Lertwachara, & Thongpapanl, 
2010; Cao & Li, 2015) and new retail players with strong focus on digital retail 
services such as Amazon and Alibaba threaten established retailers (Iansiti & 
Lakhani, 2017; Perren & Kozinets, 2018). At the same time, empowered retail 
customers expect to be able to use the benefits of their preferred retail channel across 
all stages of the purchase process (Maier & Kirchgeorg, 2016) and increasingly 
change a channel if they desire to do so (Verhoef et al., 2015) and/or engage in retailer 
switching (Rapp et. al., 2015). In response to those developments, retailers are 
constantly reinventing their service offerings in order to retain existing customers 
(Grewal, Roggeveen, & Nordfält, 2017). 
Cross-channel retail services (CCRS) connect retail channels and enable 
customers to experience omni-channel shopping. They allow customers to engage in 
their preferred omni-channel behavior and provide a retailer lock-in mechanism at 
the same time (Brunner, 2013). More specifically, CCRS can positively affect the 
customers’ perception of a retailer and shape customer behavior. Therefore, CCRS 
are recognized as a strategic tool to increase customer loyalty and have the potential 
to drive revenue for the retailer by increasing revenues from existing customers, 
extracting greater consumer surplus, or acquiring new customers (Inman & Nikolova, 
2017). But retailers struggle with a successful, smart servitization of retail and thus 
the successful implementation of CCRS remains a challenge for omni-channel 
retailers (von Briel, 2018). 
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1.1 Research objective  
Based on its relevance for retail businesses and comparatively little academic 
attention with inconclusive findings, this dissertation investigates two overarching 
research questions (see Figure 1): Why do customers switch the retailer within a 
purchasing process? And what role do cross-channel retail services play for customer 
loyalty in multi-channel retailing? 
 
 
Figure 1: Relevance of research  
Source: Own illustration;(1) Manß, Kurze, & Bornschein (2019); (2) ECC (2014) 
 
Retailer switching within a purchasing process has been discussed in extant 
literature under various terms. This dissertation specifically investigates retailer 
switching during webrooming behavior and CCRS-induced retailer switching. 
Webrooming is a form of multi-channel customer behavior in which customers gather 
product information online but purchase the product offline. This phenomenon is an 
increasingly common behavioral pattern (Mehra, Kumar, & Raju, 2013) but currently 
under-researched in comparison to other behavioral patterns in multi-channel 
environments such as showrooming (e.g. Gensler, Neslin, & Verhoef, 2017; Verhoef, 
Kannan, & Inman, 2015). The approach in this dissertation to assess drivers of retailer 
64% 
of customers change 
the retailer within 
a multi-channel 
purchasing process.1
80% 
of Germany’s multi-
channel retailers offer 
CCRS – but report 
only limited success.2
Why do customers switch 
the retailer within a 
purchasing process?
What role do CCRS play 
for customer loyalty in 
multi-channel retailing? 
Status quo: Retailer switching Solution: Cross-channel retail services?
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and channel switching behavior simultaneously is novel and has not been applied in 
literature to date. CCRS-induced retailer switching refers to customer intentions to 
switch the retailer in order to use CCRS. While there exists a fair amount of 
publications on either retailer switching or service adoption the author is not aware 
of any publication that evaluates retailer switching in order to use a service. 
Therefore, the selected foci of retailer switching investigated in this dissertation 
represent novel approaches and contributions. 
Research on Cross-channel retail services is dispersed across several research 
disciplines. This multidisciplinarity and inconsistent terminologies hinder knowledge 
development with regards to CCRS (Witell et al., 2016). Extant CCRS research 
typically focuses on single services or technologies such as self-service check-outs 
(e.g. Bulmer, Elms, & Moore, 2018), smart shopping carts (e.g. van Ittersum et al., 
2013) or augmented reality in retail environments (e.g. Bodhani, 2013). Publications 
that feature a multitude of CCRS often lack solid methodology and confine to list 
innovative services (e.g. Manß & Kirchgeorg, 2017; Saarijärvi, Mitronen, & Yrjölä, 
2014; Willems et al., 2017). Conceptual publications in service research in general 
are scarce (Benkenstein et al., 2017) and the classification of different service 
categories within multi-channel retailing remains incomplete: While there exist 
several general service classifications (e.g. Meiren et al., 2015; Schumann, 
Wünderlich, & Wangenheim, 2012) none of those publications focuses on CCRS. To 
the knowledge of the author there exist neither empirical publications nor solid 
conceptual work with regards to a holistic concept of CCRS. 
The work at hand addresses before mentioned research gaps. The publication-
based dissertation consists of four papers that investigate the impact of CCRS on 
retailer switching and is structured as follows (see Figure 2): This chapter provides 
an introduction to the research objective as well as a summary of each paper. It also 
includes information about the publication status and author contributions for papers 
with more than one author. The chapters II till V feature the four papers of this 
 4 
dissertation. Ultimately, chapter VI closes with a summary of the main contributions 
and limitations of this dissertation and outlines suggestions for further research. 
 
 
Figure 2: Dissertation structure  
Source: Own illustration 
 
1.2 Summary of research papers 
The four papers of this dissertation contribute to the research field of cross-
channel retail services both conceptually and empirically (see Figure 3). The four 
papers do not build upon each other and follow no logical order as regards to content. 
They are featured in chapters II to V in chronological order. 
Paper A, Enhancing Multi-channel retail quality through cross-channel 
services, outlines the foundation of this dissertation’s research. The conceptual paper 
discusses distribution service output theories and derives the concept of retailer 
Why do customers change the 
retailer within a purchasing 
process?
What role do cross-channel services 
play for customer loyalty in 
multi-channel retailing? 
Status quo: Retailer switching Solution: Cross-channel services?
Chapter I: Introduction
Chapter II / Paper A
Enhancing multi-channel retail quality 
through cross-channel services
Chapter III / Paper B 
What drives competitive webrooming? 
The roles of channel and retailer aspects
Chapter IV / Paper C
Cross-channel retail services: A service 
classification along the retail function
Chapter V / Paper D 
Service-induced retailer switching –power 
of cross-channel retail services
Chapter VI: Conclusion
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aspects. A discussion of retailer aspects, which define the basis of a retailer’s offering, 
and other concepts to measure retail service quality reveal significant similarities. 
The paper describes the limits for a retailer’s offering in single-channel retailing and 
introduces exemplary cross-channel retailer offerings to overcome those limits. 
Ultimately, the paper derives the role and relevance of CCRS and makes an initial 
reference to different retail service types, albeit without a detailed CCRS definition.  
Paper B, What drives competitive webrooming? The roles of channel and 
retailer aspects explores why customers gather information online but switch to an 
offline retailer for placing the purchase. This empirical paper investigates channel 
and retailer aspects as determinants for competitive webrooming based on a panel 
survey with 1,081 German retail customers. Participants provide information about 
their last purchase of consumer electronics, a product group focus that remains 
consistent also for the Paper D, the second empirical part of this dissertation. With 
reference to the overarching research questions of this dissertation, Paper B explores 
how the (dis)satisfaction with certain retailer aspects impacts retailer switching.  
Paper C, Cross-Channel Retail Services: A service classification along the 
retail function, provides a solid definition of CCRS, the main research object of this 
dissertation. Based on an introductory discussion of selected definitions in the 
conjunction of retail and services, the paper defines and classifies CCRS. It 
investigates the single elements of CCRS in order to unfold a classification scheme 
for different CCRS manifestations – the CCRS Pentagon. Besides its contribution to 
research, the CCRS Pentagon represents a managerial framework for hands-on 
application in retail businesses. 
Paper D, Service-induced retailer switching – the power of cross-channel retail 
services, represents the second empirical part of this dissertation. The paper 
investigates the relevance of CCRS-induced retailer switching and influence of 
selected determinants on CCRS adoption and CCRS-induced retailer switching. The 
research project analyses data from a panel survey with 300 German retail customers 
that provide information about their typical purchases and intentions for future 
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purchases of consumer electronics. The selected determinants in Paper D include 
hedonic and utilitarian customer attitude, retailer aspect preferences, and 
technological readiness as well as socio-demographics and attitude towards retailer 
switching as control variables.  
In short, Paper A derives retailer aspects, Paper B quantifies the influence of 
satisfaction with retailer aspects on retailer switching, Paper C defines CCRS and 
Paper D quantifies the impact of CCRS adoption and retailer aspect preferences on 
CCRS-induced retailer switching. In consequence, the four papers contribute to one 
overarching research field, but remain independent at the same time (see Figure 3). 
 
 
Figure 3: Cumulative dissertation based on four papers 
Source: Own illustration 
 
PAPER A
Enhancing multi-channel retail quality 
through cross-channel services
Relevance: Omni-channel retailers need to 
ensure a competitive retail service quality 
but aspects of a competitive omni-channel 
retail offering are not defined in literature.
Rigor: Investigating the link of retailer 
aspects, retail quality, and channel limits. 
PAPER B 
What drives competitive webrooming? 
The roles of channel and retailer aspects
Relevance: Webrooming poses a threat for 
retailers in multi-channel retailing but 
drivers of webrooming are under-researched.
Rigor: Investigating which channel and 
retailer aspects drive customer switching 
behavior across channels and/or retailers.
PAPER C
Cross-channel retail services: A service 
classification along the retail function
Relevance: There exists no consistent 
definition of CCRS and related literature is 
dispersed across several research streams
Rigor: Investigating elements of CCRS and 
developing a CCRS classification scheme 
for application in theory and practice. 
PAPER D 
Service-induced retailer switching –
power of cross-channel retail services
Relevance: Retailer switching threatens 
retailers but the role of CCRS in this regard 
is unclear. Also, adoption and rentability of 
CCRS remain in need of improvement. 
Rigor: Investigating determinants of CCRS 
adoption and the role of CCRS adoption 
for sCCRS-induced retailer switching.
Conceptual Empirical
Retailer switching 
in omni-channel 
retailing
Elements and impact 
of cross-channel
retail services
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1.3 Publication status and author contribution  
Paper A has been published as a working paper via the Wissenschaftliche 
Gesellschaft für marktorientierte Unternehmensführung. The remaining three papers 
have been submitted to academic journals listed in the VHB journal rating or are in 
preparation for submission. Prof. Kirchgeorg contributed valuable feedback to this 
paper and assisted during the publication process.  
The collaboration for Paper B originated from synergies in the research 
questions posed by Rico Manß and the author of this dissertation; Manß investigates 
the influence of channel attributes on customer switching behavior within a purchase 
process whereas the dissertation at hand focuses on retailer aspects as determinants 
for customer switching behavior. In development of Paper B, Manß therefore focused 
on channel attributes and the author of this dissertation focused on retailer aspects. 
Rico Bornschein, the third author, contributed statistic expertise to the evaluation of 
the dataset and the text sections dealing with analytical descriptions. The paper has 
undergone an A-ranked journal review but was rejected after the first review round 
and is currently in a second review at a C-ranked journal (see Table 1). 
Paper C represents a joint work with Prof. Manfred Kirchgeorg, who 
contributed detailed, valuable feedback to the development of the paper and assists 
during the ongoing submission process.  
Paper D is a single-author work and has been submitted recently to a C-ranked 
journal. Table 1 provides an overview of submissions and the current publication 
status for each paper. 
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Table 1: Publication status 
Paper Title and Authors Submissions, Presentations and Publications 
Paper A Enhancing multi-channel 
retail quality through  
cross-channel services  
 
Katharina Kurze1 
& Prof. Manfred Kirchgeorg 
06/17: Published as Working Paper No. 227 
via Wissenschaftliche Gesellschaft für 
Marketing und Unternehmensführung e.V., 
(http://wissenschaftliche-
gesellschaft.de/shop/) 
Paper B What drives competitive 
webrooming? The roles of  
channel and retailer aspects 
 
Rico Manß,  
Katharina Kurze1,  
& Rico Bornschein 
11/19: Published by The International 
Review of Retail, Distribution and Consumer 
Research, (VHB: “C”)  
 
09/18: Submitted to and reviewed by Journal  
of Business Economics, (VHB: “B”) 
 
06/18: Submitted to and reviewed by Journal  
of Retailing, (VHB: “A”) 
 
05/18: Submitted to Journal of Interactive 
Marketing, (VHB: “B”) 
 
Accepted and presented at Forschungstagung 
Marketing 2017 in Leipzig, September 2017. 
Presentation title: “Kanal- und Händler-
wechselverhalten im Omi-Channel-Umfeld“. 
Paper C Cross-channel retail services:  
A service classification scheme  
along the retail function 
 
Katharina Behme1  
& Prof. Manfred Kirchgeorg  
 
At PhD publication no submission pending 
 
10/19: Submitted as a conference paper to 
Frontiers in Service Conference 2020. 
Paper D 
 
 
 
 
 
 
 
 
 
Service-induced retailer 
switching – power of cross-
channel retail services 
 
Katharina Behme1 
At PhD publication no submission pending 
 
06/19: Submitted to Journal of Retailing and 
Consumer Services, (VHB: “C“) 
 
Early conceptual idea accepted and presented 
at the doctoral consortium of the Frontiers in 
Service Conference in New York, June 2017.  
Presentation title: “Marketing cross-channel 
services: Communication of hedonic vs. 
economic benefits and service adoption.” 
 
 
 
1 Katharina Behme, formerly Katharina Kurze 
 9 
References 
Ayanso, A., Lertwachara, K., & Thongpapanl, N. (2010). Technology-enabled retail 
services and online sales performance. Journal of Computer Information 
Systems, 50(3), 102-111.  
Benkenstein, M., Bruhn, M., Büttgen, M., Hipp, C., Matzner, M., & Nerdinger, F. 
W. (2017). Topics for Service Management Research-A European 
Perspective. SMR-Journal of Service Management Research, 1(1), 4-21.  
Bodhani, A. (2013). Getting a purchase on AR. Engineering & Technology, 8(4), 
46-49.  
Brunner, F. (2013). Towards Cross-Channel Management: Strategic, Structural, and 
Managerial Challenges (Doctoral dissertation, University of St. Gallen).  
Bulmer, S., Elms, J., & Moore, S. (2018). Exploring the adoption of self-service 
checkouts and the associated social obligations of shopping practices. Journal of 
Retailing and Consumer Services, 42, 107-116.  
Cao, L., & Li, L. (2015). The impact of cross-channel integration on retailers’ sales 
growth. Journal of Retailing, 91(2), 198-216.  
ECC Köln (2014): Cross-channel services – Hype oder unverzichtbarere 
Brückenschlag. Cologne. Institut für Handelsforschung. Cologne. 
Gensler, S., Neslin, S. A., & Verhoef, P. C. (2017), The Showrooming 
Phenomenon: It's More than Just About Price, Journal of Interactive Marketing, 
38, 29-43, DOI: 10.1016/j.intmar.2017.01.003 
Grewal, D., Roggeveen, A. L., & Nordfält, J. (2017). The future of retailing. Journal 
of Retailing, 93(1), 1-6.  
Iansiti, M., & Lakhani, K. R. (2017). Managing Our Hub Economy: Strategy, 
ethics, and network competition in the age of digital superpowers. Harvard 
Business Review, 95(5), 84-92.  
Inman, J. J., & Nikolova, H. (2017). Shopper-facing retail technology: a retailer 
adoption decision framework incorporating shopper attitudes and privacy 
concerns. Journal of Retailing, 93(1), 7-28.  
Maier, E., & Kirchgeorg, M. (2016): Wie reagiert der Offline- auf den Online-
Handel? Die Verbreitung von Reaktionsstrategien im stationären Handel, Leipzig 
2016, HHL Leipzig Graduate School of Management.  
Manß, R., & Kirchgeorg, M. (2017): Kundenbindung durch crossmediale 
Integration: Die Offline- Online-Integration am Beispiel eines Magic-Mirror-
Experiments, Marketing Review, 34(4), 24-33 
 10 
Manß, R., Kurze, K. & Bornschein, R. (2019), What Drives Competitive 
Webrooming? The Roles of Channel and Retailer Aspects, submitted to The 
International Review of Retail, Distribution and Consumer Research.  
Mehra, A., Kumar, S., & Raju, J. S. (2013). Showrooming and the competition 
between store and online retailers. Available at SSRN, 2200420.  
Meiren, T., Edvardsson, B., Jaakkola, E., Khan, I., Reynoso, J., Schäfer, A., 
Sebastiani, R., Weitlaner, D. & Witell, L. (2015). Derivation of a service 
typology and its implications for new service development. The Naples Forum 
on Service.  
Perren, R., & Kozinets, R. V. (2018). Lateral Exchange Markets: How Social 
Platforms Operate in a Networked Economy. Journal of Marketing, 82(1), 20-36.  
Rapp, A., Baker, T. L., Bachrach, D. G., Ogilvie, J., & Beitelspacher, L. S. (2015). 
Perceived customer showrooming behavior and the effect on retail salesperson 
self-efficacy and performance. Journal of Retailing, 91(2), 358-369.  
Rizk, A., Bergvall-Kåreborn, B., & Elragal, A. (2018). Towards a Taxonomy for 
Data-Driven Digital Services.  
Saarijärvi, H., Mitronen, L., & Yrjölä, M. (2014). From selling to supporting – 
Leveraging mobile services in the context of food retailing. Journal of Retailing 
and consumer services, 21(1), 26-36 
Schumann, J. H., Wünderlich, N. V., & Wangenheim, F. (2012). Technology 
mediation in service delivery: A new typology and an agenda for managers and 
academics. Technovation, 32(2), 133-143. 
http://doi.org/10.1016/j.technovation.2011.10.002 
van Ittersum, K., Wansink, B., Pennings, J. M., & Sheehan, D. (2013). Smart 
shopping carts: How real-time feedback influences spending. Journal of 
Marketing, 77(6), 21-36. 
Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing 
to omni-channel retailing: introduction to the special issue on multi-channel 
retailing. Journal of Retailing, 91(2), 174-181. 
Von Briel, F. (2018). The future of omnichannel retail: A four-stage Delphi study. 
 Technological Forecasting and Social Change, 132, 217-229. 
Willems, K., Smolders, A., Brengman, M., Luyten, K., & Schöning, J. (2017). The 
path-to-purchase is paved with digital opportunities: An inventory of shopper-
oriented retail technologies. Technological Forecasting and Social Change, 124, 
228-242.  
 11 
Witell, L., Snyder, H., Gustafsson, A., & Fombelle, P. (2016). Defining service 
innovation: A review and synthesis. Journal of Business. Retrieved from 
http://www.sciencedirect.com/science/article/pii/S0148296315006967 
  
 12 
 
II. Enhancing Multi-Channel Retail Quality through  
Cross-Channel Services 
 
Paper A 
Katharina Kurze, Prof. Manfred Kirchgeorg 
 
Published in 06/2017 as Working Paper No. 225 by 
Wissenschaftliche Gesellschaft für Marketing und Unternehmensführung 
 
Reprinted with the permission of  
Wissenschaftliche Gesellschaft für Marketing und Unternehmensführung 
 
 
 
 
 
 
 
 
 
 
Abstract: This conceptual paper evaluates the concepts of retail services and retail 
quality in a multi-channel setting. It describes the role of retail services within the 
broader context of the customer experience, derives the concept of cross-channel 
retail services and outlines their potential impact on retail quality. The authors find 
retail quality to be limited by characteristics of the respective retail channel whereas 
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channel. Therefore, it can be concluded that cross-channel retail services can serve 
as a means to enhance retail quality. 
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2.1  Retail services and quality in context of the customer experience  
Retailing is a service industry: Retailers provide desired goods or services to 
the customer. This is the essential function of retailing. Retailers can differentiate 
themselves from competitors by providing a unique set of retail services that shape 
the way they provide goods or services. Those core retail services are described in 
the academic concept of distribution service outputs. However, in today’s multi-
channel retail environment with high transparency of information and empowered 
customers, retailers need to go beyond the core retail services: They need to offer 
additional services to improve perceived retail quality during the customer experience 
to remain competitive and in order to build strong customer relationships (Berry et 
al., 2010; Grewal, Levy, & Kumar, 2009). 
2.1.1 Role and development of retail services that shape the retail function 
Starting with the first concepts of marketing functions by Shaw (1912) and 
Weld (1917), concepts of marketing functions and the marketing functions performed 
by middlemen – i.e. retail functions or distribution service outputs – have a long 
history in academic discussions. 
In 1966, Bucklin conceptualized the function of retailing in form of four distribution 
service outputs, i.e. core retail services: (1) enabling market decentralization, (2) 
decreasing delivery time, (3) offering optimal lot size, and (4) providing desired 
product variety. Following this conceptualization by Bucklin, which is referred to as 
a classic distribution service output concept, the evolution of academic discussions 
around the function of retailing has produced various listings of distribution service 
outputs. Van Waterschoot, Sinha, Burt, and Haes (2011) have reviewed pre-classic 
and post-classic distribution service output concepts with a focus on Anglo-Saxon 
academics in great detail. In a complementary work, Naujoks (2017) reviewed 
selected concepts of marketing functions and retail functions including well-known 
publications from German academics such as Buddeberg (1959), Oberparleiter 
(1930), Seyffert (1972), and Sundhoff (1965).   
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Figure 4 shows part of the post-classic evolution that occurred in line with the 
further evolving, different marketing schools, namely the functional approach and the 
institutional approach (Converse, 1926). Despite this long-standing evolution of 
academic discussion, until today there is no consensus regarding a universally 
acknowledged list of distribution service outputs (van Waterschoot et al., 2011). 
 
 
Figure 4:Post-classic distribution service output concepts  
Source: Adapted from van Waterschoot et al. 2011  
 
In 1988, Betancourt and Gautschi introduced a framework on the economics 
of retail firms that featured a list of distribution service outputs (see Figure 4) as well 
as six different costs incurred by the function of retailing; (1) direct time costs, (2) 
direct transportation costs, (3) adjustment costs, i.e. indirect time costs and indirect 
transport costs or rationing costs, (4) psychic costs, (5) storage cost, and (6) 
information cost. In subsequent publications, Betancourt reduces his concept to five 
types of distribution service outputs that shape the provision of goods and services: 
(1) accessibility of location, (2) information, (3) assortment, (4) assurance of delivery, 
and (5) ambiance. The describing key questions of those service types are 
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summarized in Table 2. Betancourt calls these types of retail services the key output 
of retailing, which should be optimized in order to minimize customer transaction 
costs that consist of monetary costs, time, and psychic costs (2016). With the retail 
service type of ambiance, Betancourt and Gautschi (1988) were one of the first 
researchers to include an explicitly subjective, customer-focused dimension in the 
otherwise economically driven concept of distribution service outputs (van 
Waterschoot et al., 2011). Therefore, this concept is chosen to serve as a guiding 
framework in this research paper. 
 
Table 2: Operationalization of distribution service outputs  
Service type Description / Key question 
Accessibility  
of location 
To what extent does the store’s location facilitate your access to the retail 
establishment? 
Assortment 
To what extent do the assortment and the variety of products in the store 
facilitate making all your purchases at this establishment? 
Information 
To what extent do the employees and the signs in this establishment facilitate 
your information needs with respect to items, their location in the store, prices, 
sales, etc.? 
Assurance  
of delivery  
To what extent do the number of open registers and the acceptance of different 
means of payment facilitate the speed and convenience of paying for your 
purchases?  
To what extent do the hours and the days the store is open facilitate making your 
purchases when you need to do so? 
Ambiance 
To what extent does the treatment by employees, and the cleanliness and 
orderliness of the store allow your purchases to be an agreeable experience? 
Source: Own illustration following Betancourt and Cortiñas (2007) 
 
Betancourt and Cortiñas (2007) operationalize distribution service outputs by 
aggregating various sub-services into one or two key questions for each type of 
distribution service output. In the marketplace however, each type of distribution 
service output consists of diverse sub-categories that cover a variety of aspects and 
research fields. An exemplary list of potential sub-categories is presented in Table 3. 
With regards to behavioral marketing, it can be noted that distribution service outputs 
in general and the service types defined by Betancourt reflect, to some extent, the 
purchase decision process: The service types for information and assortment apply 
most notably during information gathering respectively the product comparison 
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phase, while the assurance of delivery applies predominantly during the purchase and 
delivery phases. 
 
Table 3: Service types and exemplary sub-categories  
Service type Subcategories 
Accessibility  
of location 
- Distance to the customer's location  
- Opening hours of the establishment 
- Visibility, e.g. through signs, advertisement, or in search engines 
- Infrastructural connection, e.g. parking or access to the store for disabled  
  customers 
Assortment 
- Breadth of assortment (one-stop-shopping) 
- Depth of assortment (varieties in a product category or of one product, e.g. in  
  color or sizes) 
Information 
- Product-related information, e.g. prices, characteristics, availability 
- General information, e.g. opening hours, promotional offers, payment, and  
  delivery options 
- Interactive consultation by sales personnel or avatars/chats  
- Information from other customers, e.g. feedback or rankings 
Assurance  
of delivery  
- Speed and convenience of paying e.g. in cash, with credit/debit card,  
  installments/financing  
- Speed and convenience in delivery, e.g. immediate take-away or via various  
  delivery options 
- Delivery hours of the retailer 
Ambiance 
In contrast to before mentioned distribution services, ambiance can subliminally 
influence the customer's psychic costs of interacting with the retailer. Sensory 
marketing dimensions (Krishna, 2012) are used to derive some exemplary sub-
categories for ambiance:  
- Smell: Aroma in store, e.g. smell of bread in a bakery 
- Audition: Audio support of shopping, e.g. calming background music in a  
  coffee shop 
- Taste: Tasting of products in store, e.g. food samples in a supermarket 
- Haptics: Touching products in store, e.g. fabrics in a clothing retailer 
- Vision: Visual support, e.g. signs or light effects guiding through store or  
  highlighting offers 
Source: Own illustration  
 
Despite extensive academic discussions in the past, van Waterschoot et al. 
(2011) constitute that post-classic distribution service output concepts are still limited 
to an economics perspective of marketing and the distribution of physical products. 
Therefore, they call for a revision and extension of existing distribution service output 
research, especially by integrating the consumer perspectives of behavioral marketing 
into existing concepts.  
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2.1.2 Retail services and the quality of retailing  
If retailing is defined as the output of certain retail services, then the cumulative 
service quality of those retail services should, in consequence, offer a measurement of 
overall retail quality. However, the concepts of distribution service outputs and service 
quality research have not been explicitly merged in previous studies as they originate 
from different streams of research. 
The challenge of measuring the quality of a retail experience is not new to 
academia. There is a vast amount of literature in marketing and services research 
dealing with the development and validation of scales for service quality measurement 
in general and measurement of retail service quality in particular (Ramakrishnan 2014). 
Among the most commonly used concepts for measuring service quality are the Service 
Quality Scale SERVQUAL by Parasuraman, Zeithaml, and Berry (1988), the Service 
Performance Scale SERVPERF by Cronin Jr. and Taylor (1994), and the Retail 
Service Quality Scale (RSQS) by Dabholkar, Thorpe, and Rentz (1996). An overview 
of the RSQS dimensions is presented in Table 4.  
 
Table 4: Overview of the RSQS dimensions  
Dimension Description 
Physical   
aspects 
Appearance 
Attractive appearance, e.g. clean and adequate for the brand and 
purpose 
Convenience 
- Clearly structured store layout  
- Clearly structured assortment  
Reliability 
Promise 
Retailers keep their promise (depending on retail type, e.g. 
discounter with best prices or fast delivering retailer) 
Doing-it-right 
Retailers act in line with their retail promise, e.g. environmentally 
friendly 
Personal interaction 
Personnel is courteous, helpful, and inspires confidence in 
customers 
Problem solving 
Handling of customer inquiries, complaints, returns, and 
exchanges 
Policy 
Policy on e.g. merchandise quality, parking, operating hours, 
credit cards 
Source: Own illustration following Siu and Cheung (2001) and Ramakrishnan (2014) 
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As with service quality in general, different service quality dimensions have 
been identified in literature with regards to service quality measurement in e-retailing, 
i.e. online and mobile retailing as opposed to offline retailing. According to Arshad, 
Janom, and Idris (2005), the six factors most commonly identified in research on  
e-service quality are reliability, access, security, efficiency, ease-of-use, and 
information which are described in Table 5.   
 
Table 5:Dimensions of e-service quality  
Dimension Description 
Reliability 
- Correctness of order fulfillment 
- Prompt delivery 
- Billing accuracy 
Access 
- List of the contact details, e.g. street and e-mail addresses, phone and fax  
  numbers 
- Accessibility of service representatives 
- Availability of chat room, bulletin boards or other communication channel 
Security 
- Security of personal information 
- Minimal online purchase risks 
Efficiency 
- Prompt reply to inquiries  
- Fast downloading  
- Speedy search mechanism 
- Fast loading of pages and images  
Ease-of-use 
- Easy-to-remember URL address 
- Well-organized, well-structured and easy-to-follow catalogues 
- Intuitive site navigability  
- Concise and understandable contents, terms and conditions 
Information 
- Adequate information 
- Accurate product/service information  
- Frequent updating of website information 
Source: Own illustration following Arshad et al. (2005) 
 
 While the concept of retail services discussed in section 1.1 originates from an 
economics perspective on retailing, service quality research follows a customer-centric 
perspective based on mostly intangible quality dimensions as perceived by the 
customer such as reliability or ease-of-use. But despite different origins, retail services 
and dimensions of service quality do show some similarities and overlapping: An 
overview of the overlap of RSQS dimensions, e-service quality dimensions, and the 
retail service types by Betancourt and Cortiñas (2007) is shown in Table 6.  
 19 
Table 6: Matching retail service types with RSQS and e-service quality 
 
Accessibility  
of location 
Assortment Information Assurance  
of delivery 
Ambiance 
RSQS  
dimensions 
 
(Dabholkar, 
Thorpe, & 
Rentz, 1996) 
Appearance, 
e.g. visibility  
of the store  
 
Convenience, 
e.g. distance  
to customer‘s 
location and 
infrastructural 
connection 
 
Reliability, i.e. 
access in line 
with retail 
brand image, 
e.g. central 
location 
 
Policy, e.g. big 
parking lot 
Convenience, 
e.g. clearly 
structured 
assortment and 
store layout 
 
Reliability, i.e. 
assortment/ 
prices in line 
with retail 
brand image, 
e.g. discount, 
premium, etc. 
 
Policy, e.g. 
merchandise 
quality  
 
Physical 
aspects, e.g. 
info material  
in store 
 
Problem 
solving and 
personal 
interaction, 
e.g. 
knowledgeable 
experts if 
needed 
 
Reliability, e.g. 
information in 
line with retail 
brand image  
 
Policy, e.g. 
information 
about 
competitor 
products? 
Policy, e.g. 
acceptance of 
credit cards 
and financing 
plans, return 
policy, 
opening hours 
 
Reliability, e.g. 
transaction and 
delivery 
services in line 
with retail 
brand image 
such as 
“assemble-it-
yourself” or  
“fastest 
delivery” 
Appearance, 
e.g. cleanliness 
of the store 
 
Convenience, 
e.g. easy-to-
find products 
 
Problem 
solving, e.g. 
friendly staff 
or short 
response times 
 
Reliability, i.e. 
experience in 
line with retail 
brand image, 
e.g. classic 
music 
E-service  
quality  
dimensions  
 
(Arshad et 
al., 2005) 
Access, e.g. 
online 
visibility via 
search engines  
Ease-of-use, 
e.g. well-
structured 
assortment and 
user-friendly 
site navigation  
Information, 
e.g. relevant, 
up-to-date 
information  
 
Ease-of-use, 
e.g. easy 
contact to sales 
personnel  
or interactive 
consulting 
(avatars/chats) 
Reliability, e.g. 
fast delivery of 
right items, 
correct billing 
 
Ease-of-use,  
e.g. terms and 
conditions easy  
to understand 
 
 
Ease-of-use, 
e.g. user-
friendly site 
navigation  
 
Efficiency, e.g. 
fast loading of 
page and 
visual without 
problems 
 
Security, e.g. 
low purchase 
risk 
Source: Own illustration 
 
Matching RSQS dimensions with the retail service types by Betancourt and 
Cortiñas (2007) shows that most RSQS dimensions apply to more than one type of 
retail service. The RSQS dimension of reliability for example describes the reliability 
of the retail brand’s image, i.e. if the promise of this image is fulfilled in all aspects 
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experienced during the customer retail experience. By definition this quality dimension 
should apply to any retail services and can thus be found in all retail service types. A 
similar situation can be observed regarding the dimension ease-of-use from the  
e-service quality scale by Arshad et al. (2005).   
When comparing the match of RSQS dimensions and e-service quality 
dimensions with the retail service types it can be noticed that the e-service quality 
dimensions do not cover the retail service type of assortment by means of determining 
the right type of assortment: The RSQS dimensions of reliability and policy can be 
used to evaluate if a retailer has the “right” assortment, but e-service quality only 
features the dimension easy-of-use that can possibly be applied to assortment, i.e. when 
looking through the existing assortment. Neither is the retail service type information 
especially emphasized in the e-service quality dimensions. This observation could be 
interpreted in a way that providing the right type of assortment and the most relevant 
information for the customer are no longer core retail functions in an online retail 
environment because online shoppers typically use multiple sources or online stores to 
gather information, compare products or purchase a product. In general, the e-service 
quality dimensions seem to be more functional-oriented than the RSQS dimensions – 
except the dimension ease-of-use, all e-service quality dimensions can be allocated to 
exactly one retail service type: The e-service quality dimensions access, information, 
and reliability are corresponding to the retail services of accessibility of location, 
information, and assurance of delivery respectively. 
The identified match and overlapping of retail service types and service quality 
concepts shows that both research streams are linked to each other. It further indicates 
that items from service quality research can be relevant and should be considered in 
further research on the quality and impact of retail services. As Table 6 offers only a 
conceptual matching of retail service types and service quality concepts, empirical 
research on this overlap is highly encouraged to gain further insight into the mutual 
exclusiveness and collective exhaustively of items relating to the retail service types. 
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2.1.3 Retail services in the context of the customer experience 
In 2011, van Waterschoot et al. asked for a revised generic concept of 
distribution service outputs including the perspective of non-economic customer 
benefits. In their conclusion van Waterschoot et al. (2011) propose to include 
customer values and differentiate between four types of customer values that drive 
customer satisfaction and choice: Functional values, social values, emotional values, 
epistemic values and conditional values. For the purpose of this research project, 
integrating retail service types into the broader concept of the customer experience 
includes the perspective of behavioral marketing. 
In addition to retail services there are a variety of other factors that influence 
the retail experience of a customer. Grewal et al. (2009) provide an overview of 
existing literature in this field whereas they differentiate into macro factors and firm 
controlled factors (p. 2). According to Verhoef et al. (2009), factors beyond a 
retailer’s service offering are the social environment, previous customer experiences 
in other channels as well as situational influences and consumer characteristics.  
Due to similarities of the influencing factors social environment, service 
interface, retail atmosphere, and assortment with the retail service types by Betancourt 
(2016), Verhoef et al.’s (2009) model of customer experience and retail service types 
can be combined into a model that allows for an overview of retail services as 
influencing factors of the customer experience. This adapted model is illustrated in 
Figure 5.    
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Figure 5: Retail services in context of the customer experience 
Source: Own illustration following Verhoef et al. (2009) 
 
2.2 Overcoming channel limits with cross-channel services 
Retailers, which fulfill their retail function with a high level of retail service quality, 
should generate satisfactory retail experiences and benefit from high customer loyalty. In 
multi-channel retailing, overall customer satisfaction with the retailer is the result of a 
combination of experiences in different channels (see Figure 5 in section 2.1.3). Whereas 
single-channel customer satisfaction can be optimized within the limits of the respective 
channel, this multi-channel complexity complicates customer satisfaction management. 
However, the customers’ possibility to move between channels represents a shift of power 
from retailers towards customers that further strengthens the need for retailers to ensure 
overall customer satisfaction (Berry et al., 2010; Grewal et al., 2009). To retain customers in 
spite of individual and situational shopping preferences, retailers face the need to overcome 
channel limits and integrate multiple single channels into a seamless omni-channel shopping 
experience. Implementing cross-channel services in a retailer’s multi-channel landscape can 
help to create this omni-channel experience and to enhance retail quality by overcoming 
channel limits. 
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2.2.1 Challenges for customer management in a multi-channel environment 
The multi-channel environment allows customers to purchase in different 
channels and to move across different channels during the purchase decision process. 
In the beginning of a purchase process, the customer will make an initial channel 
choice. In the following stages, the customer can then move freely between channels. 
Customers will make this initial channel choice and following movements across 
channels in order to fulfill their utilitarian and hedonic needs (Konus, Verhoef, & 
Neslin, 2008). Channel switching presents the challenge for retailers as customer 
movements from one channel to another often include switching from one retailer to 
another: Multi-channel environments reduce customer loyalty to a retailer, which has 
a direct impact on retailer profits. It is therefore crucial for retailers to not only 
understand the determinants of channel choice, but also to develop multi-channel 
retailer lock-in mechanisms – as opposed to single channel lock-ins – to retain 
customers.  
The customers’ channel choice is determined by a variety of factors, including 
but not limited to the general channel preference of the customer, the individual 
decision-making and shopping style, the situational shopping motivation (Rezaei, 
2015), and the type of product that the customer wants to purchase (Levin, Levin, & 
Heath, 2003; Neslin et al., 2014). In the multi-channel environment, the general 
channel preference is shaped not only by the perceived channel characteristics and 
previous experience in a specific channel (Gensler, Verhoef, & Böhm, 2012) but also 
by technological preferences. In general, despite a variety of studies in the field, 
researchers still need a better understanding on the complex determinants of channel 
choice (Balasubramanian, Raghunathan, & Mahajan, 2005; Ehrlich, 2011). One 
exemplary concept of previous research on technological preferences is the widely 
used Technology Acceptance Model (TAM), which has been developed to better 
understand the technological-based channel preference for online, mobile and 
interactive channels such as in-store e-kiosks. TAM is based on two customer-centric 
concepts; the perceived usefulness of a technology and the perceived ease-of-use (see 
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Macik, Mazurek, and Macik 2012 for further details and popular authors). In section 
2.1.2 the concept ease-of-use has already been described as part of the e-service 
quality scale.  
Customer movements across channels are usually discussed under the terms 
cross-channel shopping (Joo & Park, 2008), channel switching (Gupta, Su, & Walter, 
2004) or free-riding (van Baal & Dach, 2005; Heitz-Spahn, 2013). One of the most 
popular customer movements within a purchasing process is so-called research 
shopping (Verhoef, Neslin, & Vroomen 2007), whereby customers use in-store 
consulting services and the opportunity for multi-sensual product comparison and 
then switch to the online channel to purchase the desired product at the best price 
(Macik et al., 2012). In contrast to the terms cross-channel shopping and channel 
switching, free-riding specifically describes customer movements that involve not only 
channel switching but also store patronage decisions, i.e. a movement from one retailer 
to another retailer (van Baal & Dach, 2005; Heitz-Spahn, 2013).  
Research on the impact of customer movements on customer loyalty and 
retailer profits remains inconclusive: On the one hand, customers that shop in more 
than one channel of the same retailer tend to spend more in one shopping trip 
(Venkatesan, Kumar, & Ravishanker, 2007), shop more frequently (Kumar & 
Venkatesan, 2005), and therefore contribute with a higher lifetime value to retailer 
profits (Neslin, 2009) than customers who only shop in one retail channel. These 
research findings encourage retailers to undertake multi-channel initiatives and have 
their retail customers use more than one channel. On the other hand, customers who 
generally shop in more than one channel are increasingly free-riding (van Baal & 
Dach, 2005; Heitz-Spahn, 2013) and the provision of multiple channels by one 
retailer obviously comes at a certain costs that reduces profits of the retailer. To 
differentiate between channel-related and retailer-related customer movements, Chiu 
et al. (2011) have defined four types of customer movement; cross-channel free-riding, 
single-channel free-riding, cross-channel retention, and single-channel retention. It is 
unclear which of those trends ultimately has a higher impact on retailer profits.  
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While cross-channel movements within a retailer have undergone some 
research attention, free-riding, i.e. determinants of retailer choice and retailer loyalty 
in a multi-channel environment, has not been getting much research attention (see 
Neslin, Grewal, & Leghorn, 2006). But knowing about customer movements across 
channels and their potential negative impact on retailer profits consequently generates 
a need for deeper understanding of lock-in mechanisms that increase customer loyalty 
to a retailer without decreasing the customers’ perceived freedom of choice 
(Betancourt et al. 2014). Thereby, previously discussed single channel lock-ins 
(Novak, Hoffman, & Yung, 2000) do not uphold in today’s multi-channel 
environment anymore: Marketing and service research need to discuss multi-channel 
lock-in mechanisms in form of multi-channel alliances among retailers (Levin et al., 
2003) or cross-channel service offerings of a single retailer to retain customers. The 
latter is subject of this research project.  
2.2.2  Channel characteristics as a limit for retail service quality  
As retailers strive for optimal retail service quality, channel characteristics 
shape the customer experience and thereby limit the degree to which a retailer is able 
to fulfill customer needs in a respective channel (Balasubramanian et al., 2005). 
Several studies have attempted to list channel characteristics and derive advantages 
and disadvantages of different channels including offline, direct mail and the online 
channel (Alba et al., 1997; Ansari, Mela, & Neslin, 2008; Avery, Steenburgh, 
Deighton, & Caravella, 2012; Balasubramanian et al., 2005; Macik et al., 2012; Otto 
& Chung, 2000; Pitt, Berthon, & Berthon, 1999; Read & Loewenstein, 1995; Tang 
& Xing, 2001; Ward, 2001). Table 7 summarizes characteristics of the offline and 
online channel identified in before mentioned studies whereas the online channel also 
includes mobile retailing. The identified channel characteristics are grouped along 
the retail service types defined by Betancourt and Cortiñas (2007). 
The overview of channel characteristics leads to two points for conclusion: In 
general the online channel can be seen as more effective by providing more 
information and lower transaction costs for the customer (Robert J. Kauffman, 2001).  
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Table 7: Characteristics and limits of online and offline retail channels 
Service type 
Offline retail channel 
(Physical store) 
Online retail channel 
(Online-shop, mobile app) 
Accessibility  
of location 
Accessibility limited by regional 
distance and opening hours, i.e. 
higher market barriers. 
 
Lower convenience as the customer 
needs to visit the store location to do 
a purchase. 
Accessibility 24/7 only limited by internet 
coverage, seldom maintenance downtimes 
or shipping areas (e.g. local, nationwide, 
EU). 
 
Higher convenience as the customer can do 
shopping from wherever he accesses the 
online shop or mobile app. 
Assortment 
Breadth and depth of assortment 
limited by store size and inventory 
holdings. 
Almost unlimited breadth and depth of 
assortment, especially in online shops 
operated as affiliates with no inventory 
holding by the retailer. 
Information 
Personal interaction with sales 
personnel and other customers. 
NO personal interaction with sales 
personnel and other customers. Interaction 
might be possible via online chats or via 
telephone (which – strictly speaking – is 
another channel). 
Personal exchange of information 
allows for more nuanced information 
and interpretation of customer needs 
by sales personnel. 
 
Stronger relationship, social 
experience and bonding with the 
retail brand. 
Electronic exchange of information allows 
for quicker exchange of a higher amount of 
information. Information transparency is 
higher, e.g. for prices and product details. 
 
Weaker psychological bond between the 
customer and the retailer. 
Assurance  
of delivery  
Higher security of the transaction, 
i.e. reduced uncertainty and purchase 
return risks, but lower confidence in 
product comparison. 
Lower security of the transaction, i.e. 
higher uncertainty and purchase return 
risks, but higher customer confidence in 
previous product comparison. 
Potentially more payment options 
(cash) 
Less payment options (NO cash) 
Ambiance 
Multi-sensual retail experience 
including  
- touch and feel 
- smell 
- taste 
- full visualization 
- full audio 
leads to higher customer value and 
retail brand associations. 
 
Shopping experience and product 
utility add to customer value.  
Limited retail experience, i.e. 
- NO touch and feel 
- NO smell 
- NO taste 
- limited visualization 
- limited audio 
leads to a weaker retail brand experience.  
 
Customer value is predominantly driven by 
the economic utility of the product.  
NO individualization of the shopping 
experience possible. 
Individualization of the shopping 
experience is possible. 
NO / Limited anonymity at the store. Almost complete anonymity during online 
shopping process. 
Source: Own illustration  
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However, it lacks the key features of personal interaction and the multi-sensual 
shopping experience, which are only provided in an offline environment. As 
discussed in section 2.2.1 those differences in channel characteristics can determine 
channel choice especially when it comes to products or industries that ask for these 
channel characteristics such as the need for a multi-sensual shopping experience 
when comparing “high-touch” products (Levin et al., 2003; see also Müller, 2012 and 
Springer, 2008 for details on multisensual marketing). 
With regards to the concept of retail services, Betancourt (2016) highlights 
another critical difference between the channels: While offline retailing provides all 
five retail service types at once, online retailing separates the accessibility of 
assortment and information and the purchase from certain post-purchase retail 
services such as the product delivery. This leads to a separation and extension of the 
purchase process over time compared to offline retailing. This channel characteristic, 
called immediacy by Otto and Chung (2000), is an additional dimension apart from 
the retail service types that influences customer satisfaction with the overall customer 
experience. This aspect of immediacy can also be found in other publications on 
related concepts such as instant gratification or wait time (Alba et al., 1997; 
Balasubramanian et al., 2005; Read & Loewenstein, 1995). 
 For multi-channel retailers, knowledge about channel characteristics that limit 
retail quality in the respective channel is significant for crafting multi-channel retail 
strategies. Decisions about harmonization across channels or the specialization in 
terms of channel-specific offers (Zhang et al. 2010) need to be based on 
complementing existing retail services in a way that ensures positive cross-channel 
behavior (Piercy, 2012). The retail environment moves from multi-channel to omni-
channel environments where distinctions of borders between physical stores and 
online shops disappear (Verhoef et al. 2015). This calls for the provision of cross-
channel retail services that overcome the limits of a single retail channel and allow 
customers to benefit from their desired retail services in form of a seamless omni-
channel experience.  
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2.2.3  Cross-channel services as a means to overcome channel limits 
To date, multi-channel retail services have been discussed within different 
theoretical frameworks and under a multitude of terms (Witell, Snyder, Gustafsson, 
& Fombelle, 2016). Existing research lacks a clear distinction of retail services in a 
multi-channel environment, multi-channel strategies, and multi-channel customer 
management: Some research implies that multi-channel retail services are present 
due to the pure existence of multiple distribution channels from one retailer and are 
implicitly included in multi-channel customer management (Ayanso, Lertwachara, 
& Thongpapanl, 2010; Neslin et al., 2006). Other authors discuss multi-channel retail 
services in line with specific multi-channel strategies such as channel integration or 
click-and-mortar, resp. brick-and-click strategies (Wallace, Giese, & Johnson, 2004; 
Zhang et al., 2010). In recent years, studies have increasingly focused on very 
specific issues of multi-channel services, thereby using different terms for the 
respective service. 
Despite scattered research on the topic, there is no doubt that multi-channel 
retail services have emerged due to technological advances (Betancourt et al. 2014; 
Otto & Chung 2000), i.e. that they are IT-enabled services (Ayanso et al., 2010). 
Thereby, multi-channel services represent interactive retail services (Berry et al., 
2010) in a way that the customer interacts with the retailer or engages in a purchase 
decision process by using supportive retail services (Pei & Yan, 2015). Schumann, 
Wünderlich, and Wangenheim (2012) identify three classes of such technology-
mediated services; self-services (e.g. ATM or online banking), remote services (e.g. 
long-distance surgery or remote repair of IT systems), and interactive consulting 
services (e.g. e-learning or information systems in train stations). This classification 
scheme is illustrated in Figure 6. In the retail environment, the application of those 
technology-mediated services leads to cyber-enhanced retailing (Otto & Chung, 
2000), a retail environment where offline and online interactions merge – the omni-
channel retail environment (Verhoef, Kannan, & Inman 2015).  
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Figure 6: Classification of technology-mediated services  
Source: Adapted from Schumann et al. (2012) 
 
To distinct cross-channel services from the more general multi-channel retail 
service, the concept of cross-channel services shall be defined in this paper as any 
service offering of a retailer within the types of retail services that builds a bridge 
between at least two retail channels of the same retailer and is directed at the 
customer during a purchase decision process, i.e. from information search to product 
delivery after the purchase has taken place. As such it falls in the service innovation 
opportunity of channel interactions according to Berry et al. (2010): The introduction 
of cross-channel services aims at a seamless channel integration to maximize 
channel-overarching cumulative customer satisfaction. Thereby the concept of cross-
channel services takes into account that customers do not evaluate a single process 
or service offering, but the customer experience as a whole (van Riel, Liljander, & 
Jurriëns, 2001).  
By this definition, cross-channel services can only be applied by retailers that 
possess at least a temporary offline presence (e.g. in form of pop-up stores or trade 
fair exhibitions) and thus have the opportunity to “leverage their physical presence 
near the customer to competitive advantage” (Otto & Chung, 2000, p. 187).  
In general, it can be concluded that all cross-channel services are technology-
mediated services as defined by Schumann et al. (2012) due to the fact that they 
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include at least one technology-mediated channel be it the stationary internet in form 
of an online website or mobile applications. With regards to the concept of 
immediacy, cross-channel services can be divided into immediate cross-channel 
services such as services provided by an e-kiosk or mobile services that allow 
customers to use those services in store and remote cross-channel services that allow 
for linking online and offline world without a service point at the physical store. For 
the latter, communication of those cross-channel services does not necessarily have 
to be technology-mediated and could also consist of printed in-store merchandise. 
This differentiation into immediate and remote services can also be found in 
Schumann et al.’s (2012) classes of technology-mediated services. An overview of 
exemplary communication of cross-channel services to overcome limits of the current 
channel is provided in Table 8. In this overview, the mobile channel is listed 
separately to consider the before mentioned differentiation into immediate and 
remote cross-channel services. Based on Table 8, some key issues emerge regarding 
multi-channel retailing strategies and potential for the provision of cross-channel 
services: 
Due to increasing online and mobile network coverage as well as ever cheaper 
worldwide shipping, the retail service type accessibility of location offers only 
limited potential for cross-channel services towards the offline channel. While 
customers at the physical store can be encouraged to also use mobile or online 
services for more information or easier access to the store, the opposite direction – 
from the online shop to the physical store – shows basically no potential for cross-
channel services.  
The retail service type assortment is a good example to show the 
interdependency of multi-channel retail strategies and the opportunity for cross-
channel services. In Table 8 it is assumed that stores do not offer strong private labels 
and that online stores typically feature a broader, wider or more personalized 
assortment than the physical store. Under this assumption, a potential for cross-channel
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Table 8: Exemplary communication of cross-channel services  
 Offline  Online/Mobile Online  Offline Offline /Mobile  Offline  
A
cc
es
si
b
il
it
y
 
o
f 
lo
ca
ti
o
n
 
Go to our online website / mobile app 
for more information on stores  
- closest to you 
- easily reachable via public  
  transportation 
- with access for disabled  
  customers  
Go to our local offline store  
in case of a bad online 
/mobile connection (e.g. in 
rural areas). 
 
[Note: As online coverage 
improves, cross-channel 
service opportunities are 
limited within this retail 
service type.] 
Show nearest store to my 
current location. 
 
When in store, open the 
store map in our mobile app 
to get guided to your point 
of interest, e.g. the counter 
for personal assistance. 
A
ss
o
rt
m
en
t 
Go to our online store  
- for more depth or breadth of  
  assortment (additional  
  products) 
- to order products that are out of stock  
  in this offline store 
[Note: As online stores 
usually have a wider or 
personalized assortment than 
offline stores, cross-channel 
service opportunities are 
limited within this retail 
service type.] 
Scan your preferred product 
to see different varieties of 
the product as well as 
similar/substitution or 
complementary products. 
In
fo
rm
at
io
n
 
Go to our online store for more 
information, e.g. 
- on nation-wide or regional  
  promotional offers 
- online product feature     
  comparisons 
- upcoming changes in the  
   assortment (pre-reservation) 
- customer rankings or feedback 
Go to our offline store for 
personal interaction and 
individualized consultation on 
- products in-stock 
- in-store promotions 
- other customer’s experience  
  with a product (based on  
  sales personnel’s expertise) 
Scan your product in store 
- for more information 
- to compare product and  
  price with other products 
- get notifications of current  
  promotions  
 
Remind me of current 
promotional offers when I 
am in a store. (Mobile push) 
A
ss
u
ra
n
ce
  
o
f 
d
el
iv
er
y
 
Go to our online/mobile store for 
information on stores  
- with 24/7 opening hours 
- with longest delivery hours 
 
Go to our online store for better 
product comparison (objective, 
broader assortment). 
   
Go to our online/mobile store to pay 
with PAYPAL or our app. 
Go to our offline store  
- to see which items can be  
 immediately purchased 
- to pay in cash  
 
Go to our in-store sales 
personnel in case you are 
insecure about making the 
purchase online. 
 
Scan your product in store 
for mobile purchase and 
immediate take-away, i.e.  
automatic mobile payment 
when walking out of a store 
with a product.  
A
m
b
ia
n
ce
 
Go to our online store  
- for higher convenience for  
  shopping 
- for an individualized shopping  
  experience  
- for a quieter, i.e. more intimate  
  purchase environment 
- to make an online reservation  
  for product testing in store 
Go to our in-store terminal to get a 
product sample to test / touch / smell / 
taste / see your preferred product. 
Go to our offline store to 
(immediately) test / touch / 
smell / taste / see your 
preferred product. 
 
 
 
Scan your product in store  
to make a reservation for 
product testing or personal 
consultation. 
 
Source: Own illustration
 32 
service offerings exists only in direction towards the broader online assortment of a 
retailer. 
However, this assumption does not uphold for retailers that feature only a 
limited part of their assortment in their own online shop. As a consequence, the 
individual multi-channel assortment strategy of a retailer can significantly alter the 
potential for cross-channel services. The same refers to multi-channel pricing, 
whereas it is assumed that differences in online and offline prices for the same 
product at the same retailer undergo less variation than the featured assortment. 
With regards to assurance of delivery, it seems that cross-channel services 
still have a lot of potential in the areas of immediacy, payment options and reducing 
perceived transactional risk. Cross-channel services that highlight the possibility of 
immediate take away of products at the physical store or faster delivery times of 
online and mobile orders can help to better fulfill customers’ requirements of 
immediacy. However, ever shorter delivery times and better return policies by online 
retailers diminish the benefits of the physical stores and thereby the potential for 
cross-channel services. The potential to make use of different payment options is – 
similar to assortment and information – dependent on the individual retailer’s 
strategy. In Table 8 it is assumed that the online channel features less options for 
payment than the physical store as it excludes the possibility to pay in cash. However, 
today’s online channels often offer further types of payment that are not available in 
the physical store or aim at reducing transaction risk, e.g. certified payments via 
PAYPAL or other trustworthy payment providers. 
Ultimately, the retail service type of ambiance highlights the predominant 
advantage of the offline channel: The multi-sensual shopping environment. As online 
and mobile channels can only partially resemble the multi-sensual shopping 
experience, cross-channel services can be used to reinforce the importance of the 
physical store. However, in direction towards the online channel, cross-channel 
services can also highlight the advantages of personalization, convenience, and 
intimacy of the online channel.   
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2.3 Outlook: Impact of cross-channel services on retail quality 
This paper contributes to existing research by deriving the concept of cross-
channel services in retailing based on a review of the definition of retailing as a 
service and in the light of the multi-channel retail environment. Cross-channel 
services have thereby been identified as a means to eliminate the distinctions of 
different channels (Betancourt et al., 2016; Berry et al., 2010; Neslin et al., 2014): 
They enable customers to switch to another channel with more favorable 
development of the desired channel characteristic while staying with their preferred 
retailer. By doing so, cross-channel services can enhance multi-channel retail quality 
by overcoming the limiting channel characteristics of a single channel. Therefore, 
cross-channel services are key to the successful implementation of multi-channel 
retail strategies. An overview of exemplary cross-channel services has been provided 
for a first discussion of the potential for cross-channel services in line with multi-
channel retail strategies and within the different types of retail services.  
With regards to further research, concepts from service quality research have 
been discussed and matched with the types of retail services. Based on this discussion 
it is proposed to join items from retail services and service quality research streams 
for a thorough evaluation of cross-channel service quality. In existing literature, the 
role of services in multi-channel management has not been thoroughly researched or 
as Berry et al. (2010) state: “Much remains unknown about the true impact of the 
pre-and post-transactional service strategies of retailers” (p.161). Especially in 
service literature a “large variety in definitions limits and hinders knowledge 
development” (Witell et al., 2016, p. 2). Thus, retailers are still in need to better 
understand cross-channel effects (Ayanso et al., 2010; Berry et al., 2010; Wallace et 
al., 2004). Considering cross-channel services, a variety of questions are open for 
further research, for example: If different channels can complement each other, how 
can cross-channel services in retailing be used to maximize the beneficial impact of 
channel synergies for a retailer? Which part of the retail function, i.e. which retail 
service type, can benefit most from cross-channel services? How can cross-channel 
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services act as a retailer lock-in mechanism and impact customer loyalty to a retailer 
or other positive cross-channel behavior? To date, much about the concept of cross-
channel services remains unknown which presents an explicit need for more 
experimental behavioral-oriented studies in this field of research (Verhoef, Kannan, 
& Inman 2015).   
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Abstract: Competitive webrooming, the phenomenon in which consumers gather 
product information online but ultimately purchase the product in an offline store of 
a competing retailer, has gained traction and become a major threat for retailers. To 
gain a deeper understanding of its drivers, we surveyed 1,081 retail customers about 
their most recent consumer electronic product purchase to examine the impact of 
channel-related aspects as well as retailer-related aspects – a dual approach that 
has not been applied by extant literature. A channel’s anticipated after-sales service 
and price level are the strongest predictors for webrooming. Moreover, retailer 
aspects determine whether customers simultaneously switch the retailer when 
webrooming. A retailer’s assurance of delivery, including payment modalities, return 
policies, and product obtainment, as well as competitive product prices motivate 
consumers to switch the retailer when webrooming. These results suggest that 
customers have a fundamental need for certainty within and after the buying process, 
which can be satisfied by both channel and retailer. Additionally, this is the first study 
to empirically test for interactions between channel and retailer aspects, as they are 
likely to occur in real shopping situations. We identified two interactions: First, a 
retailer’s assurance of delivery can compensate for an anticipated lack of a channel’s 
after-sales service, dampening the impact of the latter on competitive webrooming. 
Second, also retailer’s price attractiveness acts in a similar vein. Hence, to steer 
customers into channels and/or keep them with the company, retailers should 
emphasize their price attractiveness as well as assurance of delivery. 
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                     channel behavior 
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Abstract: Cross-channel retail services (CCRS) play an ever more important role in 
the omni-channel retail landscape. But despite rapidly growing research on omni-
channel retailing and channel integration, a solid conceptualization of CCRS is still 
missing. This conceptual research contributes to extant literature in that it explores 
the value-adding elements of CCRS along five aspects of the retail function – 
accessibility, information, assortment, assurance of delivery, and ambiance. The 
identified elements of CCRS unfold a classification scheme that allows academics 
and practitioners to better assess existing and design new cross-channel retail 
services – the CCRS Pentagon. The classification scheme discloses four categories 
of CCRS; accessibility-enhancing CCRS, offer-upgrading CCRS, transaction-
boosting CCRS, and ambiance-stimulating CCRS. An illustrative service assessment 
of location-based services and in-store product scans via the CCRS Pentagon 
completes this research. 
 
Keywords: Omni-channel retailing, cross-channel retailing, channel integration,  
                    retail services, service innovation, retail technologies 
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4.1 Introduction 
Based on technological advancements the industry of retailing has undergone 
major changes in the last decade. Broad access to the internet and smartphones as 
well as advanced in-store technologies have shaped retail innovation and changed the 
way retailers and customers interact (Grewal, Roggeveen, & Nordfält, 2017). 
Contemporary customers are educated in multi-channel usage: They expect to be able 
to use the benefits of their preferred retail channel across all stages of the purchase 
process (Maier & Kirchgeorg, 2016) and to change a channel if they desire to do so 
(Verhoef, Kannan, & Inman, 2015). At the same time, new players with strong focus 
on digital retail services such as Amazon and Alibaba threaten established retailers 
(Iansiti & Lakhani, 2017; Perren & Kozinets, 2018). In response to those 
developments, retailers are constantly reinventing their service offerings including 
the addition of new retail channels and technologies (Grewal et al., 2017). As a result, 
today’s retail environment – and academic literature on retailing – is multi-facetted, 
including single-, multi-, cross- and omni-channel retailing (Beck & Rygl, 2015). 
The most advanced retail environment is known as omni-channel retailing and 
defined by seamless integration of the shopping experience across multiple retail 
channels and availability of cross-channel services (Verhoef et al., 2015). Although 
not yet dominant in practice (Beck & Rygl, 2015), the number of publications dealing 
with omni-channel retailing has increased exponentially in recent years (see Figure 
7). Previous studies suggest that omni-channel retailing, in comparison to single or 
multi-channel retailing, has multiple, positive effects: It leads to higher customer 
engagement (Pantano & Viassone, 2015) and improves the customer experience 
(Herhausen et al., 2015) which reduces free-riding, i.e. customer switching behavior 
across retailers (e.g. Heitz-Spahn, 2013; Schramm-Klein et al., 2011). Ultimately, 
omni-channel retailing stimulates retailers’ sales growth (Cao & Li, 2015) as do 
services that drive omni-channel retailing (Ayanso, Lertwachara & Thongpapanl, 
2010).  
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Cross-channel retail services (CCRS) that make use of crossmedia 
technologies are key to channel integration (Manß & Kirchgeorg, 2017). Still, most 
retailers struggle to implement CCRS (von Briel, 2018). Despite the practical 
relevance of CCRS for retail businesses, the considerably low number of publications 
referring to channel integration in general or CCRS in specific (see Figure 7) 
indicates that this field of research has not developed in line with research on omni-
channel retailing. This confirms the persistence of a known research gap (e.g. Beck 
& Rygl, 2015). 
 
   
 
 
 
Figure 7: Publications per year based on keyword search  
Source: Own illustration based on data from googlescholar on 17.07.2018 
 
Service research in general is interdisciplinary and cross-functional (Ostrom 
et al., 2015): Publications originate from various management disciplines such as 
marketing, human services management, organizational psychology, engineering, 
and computer science (Benkenstein et al., 2017). Publications related to CCRS are 
also dispersed across several management disciplines and research streams which 
presents a challenge for researchers: Witell et al. (2016) note that the variety of terms 
and definitions in discussions of contemporary retail services ”limits and hinders 
knowledge development” (p. 2). Although it is questionable if this interdisciplinary 
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multi-terminology can be solved, it presents an unquestionable inconsistency of 
research that needs to be addressed.   
Across different research disciplines, extant assessments of CCRS mostly 
concentrate on a single service or technology such as self-service check-outs (e.g. 
Bulmer, Elms, & Moore, 2018), smart shopping carts (e.g. van Ittersum et al., 2013) 
or augmented reality in retail environments (e.g. Bodhani, 2013). Publications that 
feature a multitude of CCRS often lack solid methodology and confine to simply list 
innovative services (e.g. Manß & Kirchgeorg, 2017; Saarijärvi, Mitronen, & Yrjölä, 
2014; Willems et al., 2017). Conceptual publications in service research in general 
are scarce (Benkenstein et al., 2017) and the classification of different service 
categories within omni-channel retailing remains incomplete: While there exist 
several general service classifications (e.g. Meiren et al., 2015; Schumann, 
Wünderlich, & Wangenheim, 2012) none of those publications focuses on CCRS. As 
conceptual classifications are recognized as a backbone of interdisciplinary research 
(Szostak, 2008) in innovative markets (Baden-Fuller & Haefliger, 2013), the lack 
thereof with regards to CCRS presents an essential research gap. 
This conceptual paper facilitates future research on CCRS by addressing 
before mentioned inconsistency and research gap in the research landscape. It 
contributes to extant research in three ways: First, this research clearly defines the 
object of CCRS and compares the definition of CCRS to other terms and typologies 
found in related literature. Second, the paper explores the elements underlying current 
manifestations of CCRS across research streams. Thereby, it links previously 
scattered research related to CCRS from economics, marketing, and business model 
research with industry foci on retailing, services, and information systems.  
To explore the elements of CCRS, selected concepts are discussed based on 
three research questions:  
(1) What content can be delivered to customers via CCRS?  
(2) When can CCRS be delivered to customers? And finally  
(3) How can CCRS be delivered to customers?  
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The exploration of CCRS elements puts special emphasis on the value that 
CCRS add to the fulfilment of the retail function. Aspects of the retail function in 
contemporary retail settings defined by Betancourt (2016) present the foundation of 
this functional analysis. Third, the paper contributes to academic research in that it 
introduces a typology, i.e. a traditional, conceptual classification scheme, for CCRS 
– the CCRS Pentagon. This concept allows for consistent assessments of CCRS 
manifestations and the design of new CCRS. It thus facilitates future CCRS research. 
In addition to its academic contribution, the CCRS Pentagon also offers a conceptual 
framework for practitioners in the retailing industry. Therefore, illustrative service 
assessments and managerial implications complete this research. 
4.2 Methodology and structure 
4.2.1 Classification methods 
Classifications are a backbone of scientific research in a multitude of 
disciplines (Alibage & Ahn, 2018), especially in interdisciplinary research (Szostak, 
2008). In management and marketing research, academics have stressed that 
classifications are an essential methodological approach that finds application e.g. in 
market segmentation (Azimont & Araujo, 2010) and business model research 
(Alibage & Ahn, 2018; Lambert, 2015). Classifications enable systematic 
documentation, comparison, and evaluation of markets, businesses, products, or 
service offerings whereas different approaches of classifications allow “the fulfilment 
of different goals regarding knowledge representation and discovery” (Kwasnik, 
1999). 
 Depending on the purpose of research, two different approaches to a 
classification exist: (1) Classifications based on essentialism that follow a deductive 
approach and (2) classifications based on empiricism, i.e. reasoning by inference 
(Lambert, 2015). Classifications based on essentialism are known as typologies and 
are based on few essential characteristics defined a priori by the researches. 
Categories of typologies are either derived conceptually based on variables that are 
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obvious to the user, resulting in a traditional typology, or they originate from a priori 
research, resulting in a theoretical typology. Classifications based on empiricism are 
referred to as taxonomies. Taxonomies use large numbers of variables and identify 
categories via empirical or numerical analyses. In contrast to taxonomies, conceptual 
typologies are argued to be especially applicable for innovative research objects or 
market environments as this approach produces more specific, forward-looking 
classifications (Baden-Fuller & Haefliger, 2013). On the other hand, typologies allow 
only limited generalization compared to empirically proven taxonomies (Lambert, 
2005). 
4.2.2 Structure towards a CCRS classification 
The research at hand presents a conceptual classification of CCRS – resulting 
in the developed CCRS Pentagon. The structure of this classification follows the three 
research questions introduced in section 4.1 as well as the proposed six steps for 
classification design by Lambert (2015), which are illustrated in Figure 8.  
The priorities for service research outlined by Ostrom et al. (2015) highlight 
the need for a better understanding of service value creation as well as 
interdisciplinary research on leveraging technology to advance services. In general, 
retail and service researchers alike ascribe a key role to value-adding service content 
and technology and identify needs for further research with regards to those aspects 
(e.g. Ostrom et al., 2015; Saarijärvi et al., 2014; Renko & Druzijanic, 2014). In 
answer to this call for research, the dimensions content and technology of CCRS 
serve for structuring the functional analysis of CCRS alongside Betancourt’s (2016) 
aspects of the retail function in this paper.  
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Figure 8: Structure of research based on classification design  
Source: Own illustration following Lambert (2015) 
 
Section 4.3 of this paper provides an introduction to service terminologies 
related to CCRS, the definition of CCRS used in this research, as well as a critical 
assessment of selected service classifications in the research fields of retailing and 
services. Building on the CCRS definition and review, section 4.4 features the 
derivation of CCRS elements via functional analysis based on Betancourt’s (2016) 
aspects of the retail function. Thereby, this paper follows Rosenbloom (2013), who 
recommends the usage of functional analysis as a starting point for channel research.   
The second part of this paper unfolds the CCRS classification scheme – the 
CCRS Pentagon – based on the previously discussed elements of CCRS: Section 4.5 
introduces the dimensions and single elements of the classification scheme as well as 
different categories of CCRS. Section 4.6 features an illustrative application of the 
CCRS Pentagon by assessing two exemplary services. In closing, section 4.7 
discusses the findings of CCRS elements, the derivation of the CCRS Pentagon, as 
well as managerial implications based on the illustrative service assessments. 
State objectives of the classification
Identify characteristics of the classification
Select the appropriate classification approach
Identify inherent classification principles
Choose a procedure consistent with the principles
Decide rules to operationalize the procedure
Classification design steps (Lambert, 2015)
Allow to evaluate and compare CCRS, i.e. 
• WHAT services does the retailer offer to its customers?
• WHEN is the retailer's service offered to its customers?
• HOW is the retailer’s service offered to its customers?
• Classification based on few, visible characteristics
• Forward-looking approach for innovative service concepts  
• Traditional classification
• Conceptual approach based on essentialism theory
Initial definition of CCRS as the object of classification 
Deductive approach using predefined classification variables: 
• Content (WHAT) and technology (WHEN and HOW)
• Five aspects of the retail function by Betancourt (2016)
• Discussion of elements via a functional analysis of aspects 
of the retail function and selective literature review
• Deriving the CCRS Pentagon and CCRS categories
• Qualitative assessment based on case studies  
• Two exemplary case studies to allow for comparison
• Transparency of limitations and call for further research
Application in developing the CCRS Pentagon
1
2
3
4
5
6
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Furthermore, it critically evaluates limitations of the classification scheme and 
provides suggestions for future research. 
4.3 Definition of cross-channel retail services 
4.3.1 Service terminologies and CCRS definition 
In 2009, the term omni-channel emerged in consumer marketing and retailing 
literature (Ortis & Casoli; Parker & Hand) and has since become the subject of an 
increasing number of publications. Per definition, omni-channel retail environments 
represent an evolution of multi-channel or cross-channel retailing and are 
characterized by a seamless shopping experience across all channels (Verhoef et al., 
2015). For the retailer, omni-channel retailing means fully integrated retailer 
offerings, branding, and communication across all channels (Beck & Rygl, 2015). 
For the customer, omni-channel retailing means easy cross-channel movement 
created through user-friendly cross-channel touchpoints (von Briel, 2018) – CCRS.  
The definition of services in general – as opposed to tangible goods – centers 
on four essential characteristics known as the IHIP paradigm; intangibility, 
heterogeneity, inseparability of production and consumption, and perishability 
(Zeithaml, Parasuraman, Berry, 1985). But with regards to innovative services, 
several academics believe that the IHIP definition of services no longer holds 
(Ostrom et al., 2015): Betancourt (2016) for example discusses the emerging 
separability of production and consumption in online-retailing and Stein and 
Ramaseshan (2016) highlight the role of tangible interfaces as touchpoints for 
intangible services. Overall, the appearance of cyber-physical services and smart 
products obliterates the distinction of tangible goods, devices, and services (Rizk, 
Bergvall-Kåreborn, & Elragal, 2018).  
And yet another challenge impedes a definition and profound literature review 
on CCRS: In academic research, CCRS are often either treated as a characteristic of 
omni-channel or multi-channel retailing (e.g. Berry et al., 2010) or as a manifestation 
of a specific, innovative retail technology (e.g. Ayanso et al., 2010). Typically, only 
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the specific service under investigation is defined in a publication (e.g. self-service 
check-outs in Bulmer et al., 2018; smart shopping carts in van Ittersum et al., 2013; 
augmented reality in Bodhani, 2013) whereas the origin and distinction of CCRS in 
general remain blurry. The same applies to innovative technology in omni-channel 
retailing, which is in publications typically either treated as a separate channel or as 
part of the broader retail infrastructure (von Briel, 2018). Extant literature does not 
provide a dominant term or definition for CCRS. On the contrary, general retail 
service definitions are scarce and literature from various disciplines uses ever-
different terminologies. Table 9 provides an overview of selected service definitions 
from retail and service research. 
Source: Own illustration 
 
For the purpose of this paper, CCRS shall be defined as any retailer service 
offering directed at the customer, whose provision, content, or usage includes more than 
one information or purchase channel with the goal to better fulfill the retail function. 
 
Table 9: Selected service definitions 
 
Author Terminology Definition 
Ayanso  
et al.  
(2010) 
IT-enabled  
services  
“[Online retail services that make use of] new information 
technologies and innovative features for delivering service 
to their customers”; focus on online retail only 
Berry et al. 
(2010) 
Interactive retail 
services  
“Consumer interactions with retailers through multiple 
channels to derive a benefit.”  
Resatsch  
et al.  
(2008) 
Smart product 
information 
services  
[Services that] “provide, retrieve and display differing 
types of information depending on the product”. 
 
Schumann  
et al.  
(2012) 
Technology-
mediated services 
“Services provided by a technological interface between 
provider and customer, which allows for an immediate 
exchange of information over long distances”; no focus on 
retail  
Pei & Yan 
(2015) 
Supportive retail 
services 
“Demand-enhancing services provided by the retailer, 
such as store customer support, presale advice, product 
samples, product demonstration in store, technical and 
shopping assistance, etc.” 
Wünderlich,   
Wangenheim, 
& Bitner  
(2013) 
Smart interactive 
services 
“Services that feature a high level of interaction between 
customer and provider during the service delivery”; no 
focus on retail 
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This CCRS definition explicitly states that CCRS are retail offerings that aim 
at improving the fulfilment of the retail function. However, the single aspects of the 
retail function discussed in section 4.4, are not explicitly listed in the definition. This 
generalization allows the CCRS definition at hand to be applicable in other research 
independently of the underlying definition of the retail function, whose list of 
components slightly differs across literature.  
With regards to the recipient of CCRS, the CCRS definition refers to the 
customer and thus, excludes internal processes within the retailer that are used only 
by its employees or any other B2B processes that are not directed at the customer.  
The situation or timing when CCRS are offered is not specified in the 
definition as it aims to cover the full decision-making process of the customer in a 
retail environment. This includes the complete purchase process from need 
recognition to decisions after the purchase and applies to all stages of the customer 
journey. The underlying assumption of this generalization is that there is no specific 
start or end of a customer’s shopping experience or a purchase process – the mind of 
a customer who perceives a customer experience is always on. 
In comparison to the selected service definitions in Table 9, the CCRS 
definition most closely resembles the definition by Berry et al. (2010) and includes 
supportive retail services as defined by Pei and Yan (2015). However, CCRS do not 
necessarily represent interactive services, as will be highlighted in section 4.4.3. The 
definition of smart product information services by Resatsch et al. (2008) represents 
CCRS as long as more than one information channel or purchase channel are included 
in the service provision, content, or usage, e.g. app-based product information 
services based on in-store product scans. 
Due to the cross-channel nature of CCRS, the technological aspects of the 
service definitions by Ayanso et al. (2010) and Schumann et al. (2012) are implicitly 
included in the CCRS definition albeit not explicitly mentioned, as they do not 
constitute the focus of the service. With regards to technology, it should be noted that 
CCRS – as defined in this paper – can be offered by all types of retailers; pure offline 
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retailers, pure online retailers, and multi-channel retailers. CCRS are often a means 
to leverage the retailer’s presence near the customer to a competitive advantage (Otto 
& Chung, 2000). However, this does not necessarily imply that a retailer needs to 
possess an offline store: Technologies such as QR codes in leaflets or billboard 
advertisings as well as digital terminals and location-based mobile services allow for 
presence near the customer without an offline store.  
4.3.2 Assessing existing service classifications  
Research on services lacks a uniform approach to classifications. Instead, the 
heterogeneity of services and service industries results in an application of various 
classification methods and classification variables (Meiren et al., 2015). As a result, 
service classifications feature typologies and taxonomies alike. However, especially 
classifications in the fuzzy and quickly evolving field of digital retail service business 
models often lack a solid theoretical or empirical basis (Alibage & Ahn, 2018). Retail 
technologies are often provided in form of lists that are grouped based on different 
dimensions, but do not represent a solid classification with identified categories (e.g. 
Manß & Kirchgeorg, 2017; Saarijärvi et al., 2014; Willems, et al., 2017).   
The assessment of selected service classifications in Table 10 highlights a 
number of regular, methodological shortcomings in extant literature; improper 
methods of classification, unclear derivation of the classification variables, lack of 
qualitative or empirical validation, incomplete information about the impact of 
validation on pre-defined classification variables, as well as missing consideration of 
limitations inherent to a certain classification approach. The paper at hand considers 
before mentioned shortcomings in two ways: First, the classification development in 
this paper is structured along an established approach and rests upon a solid 
methodological foundation (see Figure 8). Second, the derivation of variables that form 
the CCRS classification dimensions is discussed in detail in the following sections. 
Nonetheless, this conceptual paper lacks qualitative or empirical validation, which 
remains a limitation noted in section 4.7.  
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Table 10: Assessment of selected service classifications 
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4.4. Elements of CCRS 
4.4.1 Function of CCRS 
Retailers offer a certain service in order to provide a benefit to the customer 
during the customer experience (Berry et al., 2010). From an economics perspective 
this competitive benefit shall allow retailers to increase sales by growing and 
retaining satisfied customers (Cao & Li, 2015). Benefits arising from the use of CCRS 
can apply in all phases of the purchase process and can improve different aspects of 
a retailer’s service offering (Berry et al., 2010). The question what content of CCRS 
can be delivered to customers investigates the basic function of the service itself that 
bases on the established concept of marketing functions and distribution service 
outputs.   
Research on the aspects of a retailer’s service offering dates back to the 
nineteenth and early twentieth century when first investigations of the role of 
organizations as intermediaries between producers and consumers emerged (Naujoks, 
2019). The resulting, first concepts of marketing functions by Shaw (1912) and Weld 
(1917) represent a cornerstone of the marketing and retail landscape (Rosenbloom, 
2013). Numerous classifications built upon and refined the concept of marketing 
functions. Based on a selected literature review, Naujoks (2019) identifies four 
dominating marketing functions in his so-called PILT framework – product functions, 
information functions, logistics functions, and transaction functions.  
  While marketing functions per se can be carried out by any organization, the 
research stream of distribution service outputs focuses specifically on the aspects of 
retail businesses. Based on this research stream, a retailer’s service offering covers 
different aspects of the retail function (for a thorough literature review see van 
Waterschoot et al., 2011). In 2016, Betancourt identified five aspects of the retail 
function – accessibility, information, assortment, assurance of delivery, and 
ambiance. In other words, the function of a retailer can be defined in that he offers 
access to product information as well as an assortment of products and assures 
customers of a rightful delivery in case of a purchase while providing a satisfactory 
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ambiance for shopping. CCRS are able to improve the fulfilment of the retail 
function, i.e. the retailer’s service offering, and add value for customers and retailers 
in all of those five aspects.  
4.4.2 Content of CCRS 
Kim et al. (2018) define service content as the “function or information” of the 
service. In new service design processes, they allocate service content generation to 
the phases of service idea generation or service concept development. Referring back 
to the five aspects of the retail function by Betancourt (2016), content of CCRS can 
be attributed to three aspects of the retail function; information, assortment, and 
assurance of delivery: CCRS content can offer customers more specific or larger 
amounts of information about products and services, enhanced assortment discovery, 
or more flexible purchase and delivery processes (see Table 11).  
 
Source: Own illustration 
 
Comparing CCRS content in Table 11 to the PILT framework of marketing 
functions by Naujoks (2019) reveals that all four PILT marketing functions are 
covered by CCRS content albeit in a different arrangement: Both, the information on 
Table 11: Exemplary CCRS content   
Information Assortment Assurance of delivery 
General topics Product availability Transaction processing 
Market trends / innovations Real-time stock of a product Different payment methods 
Organizational changes (Pre-) Reservation of a product Real-time credit calculation 
Data security updates    
Loyalty scheme launch Assortment discovery Delivery services 
Store information New product categories Type: Pick-up or delivery 
 New brand listings Time: Flexible, just-in-time  
  Product features & variations (Eco) Packaging options 
  Tips for product usage  Preferred logistics provider 
     
  Product recommendations Process tracking  
  Substitute products Abandoned cart reminder 
  Complementary products Purchase confirmation 
  Next-best products Shipment confirmation  
    Shipment tracking 
 Product evaluation / testing Return confirmation  
  
 
Price comparison  
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general topics as well as assortment-related CCRS content such as assortment 
discovery, product recommendations, product evaluations, and price comparisons 
represent PILT information functions. The PILT information functions do not distinct 
information about a market or organization and product-related information, but they 
do cover promotions, which acknowledges product-related information as a separate 
component of demand creation. The assortment-related CCRS content of product 
availability covers the PILT product functions assembling, standardizing, and 
grading. The two remaining PILT functions logistics and transactions are covered by 
CCRS content assurance of delivery.  
CCRS also offer an additional, content-related benefit to customers: The 
possibility of a personalized customer experience where retailers create individual 
content that is most relevant to a customer. Personalization is not only a basic feature 
in online and mobile retailing, but also increasingly relevant in connected offline 
retail spaces (Mavroudis & Veale, 2018). The degree of personalization distinguishes 
between segmented content and personalized one-to-one content: For the former, a 
customer might receive customized content that is distributed based on customer 
segments, e.g. information about discounts that the retailer sends only to customers 
that subscribe to his Kid’s Club loyalty scheme. For the latter, a customer might 
receive personalized product recommendations based on his previous online searches 
and purchase behavior. In addition to personalization, CCRS can also offer 
customization, the option for a customer to proactively personalize a touchpoint or a 
product. In a recent Delphi study, retail experts from academics and management 
identified personalization and customization as key trends for the future of omni-
channel retailing (von Briel, 2018).  
Concluding, the question what content of CCRS can be delivered to customers 
can be answered by three aspects of the retail function; information, assortment, and 
assurance of delivery (see Figure 9). Thereby, CCRS content can be delivered in 
different degrees of personalization, from general information to personalized, one-
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to-one communication, whereas omni-channel retailing demonstrates a clear trend 
towards personalization and customization.  
 
Figure 9: Elements of CCRS based on aspects of the retail function 
Source: Own illustration 
 
In contrast to the role of infomediaries, i.e. third party intermediaries whose 
business model is solely built on the collection, editing, and distribution of 
information (Hagel & Rayport, 1997), the function of CCRS is not necessarily limited 
to providing content. In fact, CCRS that are owned by a retailer have the benefit that 
consumer-facing content can be connected to the retailer’s backend processes that 
manage for example logistics or in-store staff planning. 
4.4.3 Technology of CCRS 
Despite scattered research on the topic, there is no doubt that CCRS have 
emerged due to technological advancements (Betancourt et al., 2014; Otto & Chung, 
2000): CCRS are IT-enabled services (Ayanso et al., 2010) or technology-mediated 
services (Schumann et al., 2012). In the retail environment, the application of those 
services leads to cyber-enhanced retailing (Otto & Chung, 2000) or smart retailing 
(Roy et al., 2017), a retail environment where offline and online interactions merge. 
In contrast to the content of CCRS, it first seems as if technology is only a means to 
an end. But technology of CCRS is of equal importance as it defines service delivery 
Information AmbianceAssortment
Assurance 
of delivery
Accessibility
HOW
is the retailer’s 
service offered 
to its customers?
WHAT
services does the 
retailer offer to its 
customers?
Content
Technology
WHEN
is the retailer's 
service offered
to its customers?
Aspects of the retail function by Betancourt (2016)
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and customer interactions with the service – it answers the questions when and how 
the CCRS content can be delivered to customers (see Figure 9).  
Technology answers the question when – in time – CCRS can be delivered to 
customers. By pre-determining the device(s) via which the service is delivered to its 
recipient, the chosen technology specifies the time when the service will be accessible 
(Okazaki & Mendez, 2013). Store opening hours for example do not apply to 
smartphones, online stores, and out-of-store hardware but restrict access to devices 
that are located in store. Furthermore, the device also defines if real-time or 
behavioral-triggered communication is possible. This indicates if a specific CCRS 
uses a purely reactive pull-mechanism or if the technological service set-up also 
allows for push marketing (Ström, Vendel, & Bredican, 2014). 
Technology and the corresponding devices also pre-determine the 
environment in which CCRS can be delivered to the customer: It defines the 
customer’s mobility for accessing the retailer’s service offering, e.g. the necessary 
proximity to a store. In practice, various CCRS provide only limited accessibility 
restricted to the current location of the customer. This applies especially to CCRS 
based on immobile in-store hardware technology such as digital terminals. Still, in 
order to qualify as CCRS, those services must provide access to a second information 
channel or purchase channel, e.g. by enhancing in-store product testing with online 
information from a digital terminal or by allowing online purchases after initial  
in-store product scans.  
Besides CCRS that are only available at the current location of the customers, 
other CCRS connect the customer to a retailer’s offering at another retail location and 
thus, allow accessing a next-best location: For customers that use an online or mobile 
touchpoint, the next-best location might be the closest offline store of the retailer. For 
customers in the store, the next-best location can represent the retailer’s online shop, 
mobile interfaces, or another offline store of this retailer.  
In contrast to CCRS at the current location of the customer and services 
connecting customers to their next-best location, the true omni-channel CCRS are 
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accessible everywhere. This is the case for services that are available via smartphones 
or multiple devices and offer portable access to a retailer’s full offering across all 
channels.  
In addition to answering the question when CCRS can be delivered, 
technology also answers the question how CCRS can be delivered to customers: 
CCRS technology shapes the service touchpoint and the degree of interactivity, which 
ultimately has a strong influence on the ambiance of the customer experience 
(Herhausen et al., 2015). Stein and Ramaseshan (2016) identify three different types 
of touchpoint interactivity; product interactions, employee-customer interactions, and 
customer-customer interactions. CCRS can feature all of those interactivity types. 
Although there is a general trend towards technologically advanced automation and 
interactivity in new service developments (Mertens, Barbian, & Baier, 2017), this 
does not imply that CCRS are necessarily interactive retail services (Berry et al., 
2010). A live-video consultation in store exemplifies a possible manifestation of CCRS 
without interactivity. The same applies to app pushes by the retailer, which represent a 
smart provision of information via a CCRS, but do not necessarily imply that the 
customer intentionally interacts with the service provider. Most of those services are 
programmed to be merely responsive to particular customer movements or behavioral 
patterns and are characterized by basic features – a simple text – instead of advanced 
design. But app pushes can be interactive: Interactive app push technology allows 
integrating interactive features such as automated response buttons to any 
notification. Advanced app pushes with interactive features can be used to inquire 
additional confirmation from a customer for data security reasons, to offer responsive 
and thus more flexible delivery arrangements, or to send more effective promotional 
information (IMImobile Europe Ltd., 2018). 
Concluding, CCRS technology complements CCRS content like the other side 
of a coin and represents a second component of equal importance. It answers the 
question when CCRS can be delivered to customers: Each technology by means of 
its corresponding devices determines the degree of accessibility both in terms of time 
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and spatial distance. Technology also answers the question how CCRS can be 
delivered to customers: Depending on the technology in use, basic, advanced, or 
interactive features contribute to a satisfactory ambiance during the customer 
experience. 
Recently introduced CCRS take on a variety of shapes: They include CCRS 
based on well-known technology such as scanning of QR codes and universal product 
codes (UPCs), self-service check-outs, and video consultations, but also combinations 
of innovative hard- and software interfaces such as virtual shopping assistants using 
augmented reality (Bodhani, 2013) or interactive, digital mirrors (Manß & Kirchgeorg, 
2017). But albeit this variety, all services can be assessed in terms of the discussed 
elements of device-driven accessibility and interactivity (see Table 12).  
4.4.4 Elements of CCRS in other service classifications 
As depicted in section 4.3.2, services have been assessed from various angles 
in extant literature: Meiren et al. (2015) identify more than 50 different variables that 
have been applied in service classifications. They group those variables into six 
broader areas of new service development – labor intensity, technology intensity, 
customization, customer interaction, complexity, and emotional response from 
customers. Besides cost-related elements such as labor intensity and complexity, all 
before mentioned elements have been identified in sections 4.4.2 and 4.4.3 as CCRS 
elements. Cost-related elements have been disregarded in sections 4.4.2 and 4.4.3 as 
they do not represent an aspect of the retail function. Thus, they fall out of scope of 
the functional analysis at hand. Emotional customer response per se has not been 
covered explicitly for the same reason. However, higher degrees of interactivity in 
integrated retail settings also induce stronger emotional engagement of customers 
(Herhausen et al., 2015). Therefore, the aspect of ambiance with the inherent element 
of interactivity implicitly covers emotional customer engagement.  
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Table 12: Exemplary CCRS technologies 
Technology Device Accessibility Interactivity/Ambiance 
Offline  Online 
Virtual 
Shopping 
Assistants 
Smartphone 
or -glasses  
(i.e. in-store  
or customer 
hardware) 
Current location /  
in store 
High: Pull interaction, often supported via 
app pushes (if enabled) and highly 
interactive due to real-time location tracking 
and potentially eye-movement tracking  
In-store 
Navigation 
App 
Smartphone Current location /  
in store 
High: Pull interaction, often supported via 
app pushes (if enabled) and highly 
interactive due to real-time location tracking 
Digital Mirror In-store or  
out-of-store 
hardware 
Current location /  
in store 
High: Push interaction, highly interactive 
due to visual real-time response, potentially 
supported by voice-over 
Digital 
Terminal  
In-store or  
out-of-store 
hardware 
Current location /  
in store 
Balanced: Pull interaction, usually advanced 
navigation and multiple functionalities, 
sometimes supported by voice-over 
QR codes & 
UPC codes 
Smartphone 
or in-store 
hardware  
Current location or 
Next-best location 
Balanced: Pull interaction, sometimes 
supported by voice-over 
Near field 
communication 
(NFC) 
Smartphone 
and in-store 
hardware 
Current location /  
in store 
Low: One-way pull action, purely process-
related, usually no voice-over or other 
advanced features 
Self-Check-Out Smartphone 
or in-store 
hardware 
Current location /  
in store 
Balanced/Low: One-way pull action or 
interaction based on process automation, 
purely process-related, usually no voice-over 
or other advanced features 
Dash-Buttons Out-of-store 
hardware 
Current location /  
dash button 
Low: One-way pull action, purely process-
related, no voice-over or other advanced 
features 
Online  Offline 
Location Based 
Services 
Smartphone Everywhere Low/Balanced: One-way push action or 
interaction depending on app push set-up 
Live-Video-
Consultation 
Smartphone  
or desktop 
computer 
Everywhere or Next-
best location 
High: Pull interaction, highly interactive due 
to visual and acoustical, personal interaction 
with sales staff in real-time 
Click-and-
Collect 
Smartphone  
or desktop 
computer 
Click: Everywhere  
Collect: Next-best 
location 
Low: One-way pull action, purely process 
related, usually no voice-over or other 
advanced features 
Source: Own illustration; list of CCRS technologies adapted from Manß & Kirchgeorg (2017) 
 
In order to illustrate the partial overlap of CCRS elements discussed in section 
4.4.2. and 4.4.3 with an extant service classification, this paper assesses the typology 
of technology-mediated services by Schumann et al. (2012) in more detail: Schuman 
et al. (2012) identify six categories of technology-mediated services along the 
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dimensions of self services vs. delivered services, remote services vs. interactive 
consulting, and customer-based vs. provider-based service hosting (see Figure 10). 
 
Figure 10: Service typology by Schumann et al.  
Source: Schumann et al. (2012) 
 
The first level of distinction in the typology of technology-mediated services 
is a differentiation of self services and delivered services. Amongst others, Schumann 
et al. (2012) define self services as low-interactivity services in contrast to delivered 
services. In contemporary retail settings, however, this distinction of self services and 
delivered services does not necessarily hold: Innovative self services increasingly 
provide advanced, interactive features in order to create, react, and respond to 
customer needs.  
The second level of distinction in the service typology by Schumann et al. 
(2012) is a differentiation of delivered services into remote services and interactive 
consulting services. At this stage, the service typology now refines the degree of 
interactivity of the service: With regards to interactivity, remote services are limited. 
While they might offer certain more advanced features, the defined characteristics of 
remote services in Schumann et al.’s (2012) typology predominantly allow to react 
rather than interact with the customer. On the contrary, interactive consulting services 
– as their name suggests – offer advanced, interactive features to the customer.  
technology-mediated services
self services delivered services
remote services
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The third level of distinction in the service typology refers to the party that hosts 
the technology underlying the service: Customer-based services are defined in that the 
customer uses his own computer or smartphone to use a certain service whereas the 
technological infrastructure of provider-based services lies – as the name indicates – 
with the provider (Schumann et al., 2012).  
With regards to the elements of CCRS discussed in section 4.4.2 and 4.4.3, the 
service typology by Schumann et al. (2012) reveals several shortcomings: First, 
across all services in the typology, the aspect of accessibility – i.e. the location where 
the service is delivered to the customer – is not defined. This demonstrates that the 
typology does not account for the technology or devices in use. Second, and more 
specific for application in business practice, the service content is not included in the 
framework, excluding the aspect of industry-based value creation from the typology. 
In line with this shortcoming, the lack of service content also results in the fact that 
personalization is not accounted for by Schumann et al. (2012). 
4.5. Classification of cross-channel retail services 
4.5.1 The CCRS Pentagon 
The discussion of CCRS content and CCRS technology has highlighted 
several elements of CCRS. The combination of those single elements unfolds the 
classification scheme for CCRS – the CCRS Pentagon (see Figure 11). The CCRS 
Pentagon rests upon the five aspects of the retail function by Betancourt (2016) – 
accessibility, information, assortment, assurance of delivery, and ambiance. By 
integrating the aspects of the retail function into the framework, the classification 
scheme emphasizes the role of CCRS as a means for retailers towards better 
fulfilment of the function of retailing, which results in offering a higher retail service 
quality to its customers and competitive retail performance.  
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Figure 11: The CCRS Pentagon  
Source: Own illustration 
 
For each dimension of the CCRS Pentagon, the degree of fulfilment is defined 
by three elements that shape CCRS and have emerged from the elaborations in 
sections 4.4.2 and 4.4.3:  
The fulfilment of accessibility goes hand in hand with the question when a 
service is available to customers and depends on the technology underlying the 
CCRS. The degree of fulfilment is based on the accessibility definitions discussed in 
4.4.3; accessibility to the retailer’s service offering restricted to the current location 
of the customer, connecting customers to a next-best location, or ubiquitous 
accessibility. The lowest fulfilment of accessibility restricts the CCRS access and 
content to the current location of the customer. Exemplary CCRS are self-service 
check-outs in store. The second degree of fulfilment allows customers to access their 
next-best location via a CCRS. Prominent examples for next-best location CCRS are 
in-store product scans with the option to buy in the online store or in another offline 
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store of the same retailer as well as online reservations for a personal product test in 
store. The third degree of accessibility is coined by mobile commerce; the ubiquitous 
access to CCRS and the retailer’s full offering from a portable device or from multiple 
devices (Okazaki & Mendez, 2013). By including accessibility in the classification 
scheme, the CCRS Pentagon addresses one disclosed shortcoming of the service 
typology by Schumann et al. (2012). 
 Fulfilment of the three CCRS content dimensions – information, assortment, 
and assurance of delivery – is differentiated into three elements each based on the 
personalization of content. The first degree of fulfilment comprises content that is 
open publicly to any customer such as general information about promotions, new 
product arrivals, or store openings. The second degree of fulfilment includes 
segmented content that is distributed to a selected customer base, such as special 
promotions for Kid’s Club members of a retailer. The third degree of content is fully 
personalized, i.e. the service not only responds to, but also contains content 
specifically adjusted to a customer’s individual product or shopping preferences. 
Examples of fully personalized content include individual product recommendations 
as well as most transaction-related CCRS as those are bound to or include information 
about a specific purchase of the customer. Again, the incorporation of the three content 
dimensions addresses a shortcoming of the service typology by Schumann et al. (2012). 
 Finally, the dimension of ambiance represents elements of CCRS that improve 
the touchpoint experience during the purchase process. The first degree of fulfilment 
is achieved by provision of basic features necessary to transport the content of a 
specific service, e.g. showing or sending text to a customer in order to provide certain 
information. It also includes basic features such as page loading, response times, and 
navigation within a digital CCRS touchpoint. The second degree of fulfilment 
concerns advanced user experience design that increases the attractiveness and ease-
of-use for the customer; a contemporary, potentially customized layout of the 
touchpoint, an attractive display of products or information, personalized greetings, 
or other advanced user interfaces. The third degree of ambiance represents the 
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incorporation of interactive elements to further improve the customer experience. 
Innovative technologies offer an ever-increasing variety of interactive service set-
ups: Features can range from conventional virtual chat rooms over automated voice-
over interactions to innovative, visual interactions in a digital mirror. 
 With regards to service design and management, it can be concluded that the 
complexity of a CCRS is highest in the outer rim of the CCRS Pentagon. However, 
this does not indicate that the CCRS-induced value that customers perceive is highest 
for CCRS that are allocated in the outer rim. Even basic CCRS have the potential to 
considerably improve the customer experience.  
4.5.2 CCRS categories based on the CCRS Pentagon 
The CCRS Pentagon presents the first holistic classification scheme for CCRS. 
This analytical framework allows researchers and practitioners to assess CCRS and 
to allocate them to specific CCRS categories. Since CCRS are characterized by a 
composition of all five dimensions of the CCRS Pentagon, different CCRS categories 
may show similar degrees of fulfilment in a certain dimension. In addition, the 
assessment of CCRS with high degrees of fulfilment in more than one dimension may 
introduce a bias to the CCRS category allocation. Nonetheless, the identification of 
key dimensions of a CCRS allows distinguishing four general CCRS categories; 
accessibility-enhancing CCRS, offer-upgrading CCRS, transaction-boosting CCRS, 
and ambiance-stimulating CCRS. Figure 12 depicts exemplary compositions for each 
of those four CCRS categories based on the CCRS Pentagon.  
Accessibility-enhancing CCRS add most value to the retailer’s service 
offering by increasing accessibility either in time or spatial distance. While those 
CCRS contain certain content, i.e. the dimensions of information, assortment, and 
assurance of delivery will be fulfilled to some extent, the accessibility of the content 
is the focus of this CCRS. The most prominent examples of accessibility-enhancing 
CCRS are location-based services. Innovative multi-channel retailers, such as 
Walmart, Macy’s, Target, and Starbucks use location-based services, especially 
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couponing, to connect the customer to their physical stores or distract customers from 
nearby competitor stores (Zou & Huang, 2015).  
 
 
Figure 12: Exemplary compositions of CCRS categories 
Source: Own illustration 
 
Offer-upgrading CCRS represent services that focus primarily on transferring 
content related to the dimensions information and/or assortment. Several retailers use 
offer-upgrading services, albeit not always with a cross-channel component. 
Prominent examples of offer-upgrading CCRS are back-in-stock email alerts: While 
most online retailers have back-in-stock email alerts or push notifications already in 
use, the cross-channel linkage is often missing in current service set-ups. Offline and 
multi-channel retailers have the option to introduce the cross-channel component in 
this service by enabling back-in-stock reminders after in-store product scans or 
including more detailed information about the product’s stock in nearby offline 
stores. 
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Transaction-boosting CCRS emphasize on the content dimension of assurance 
of delivery. Those CCRS focus heavily on closing the purchase, i.e. retaining 
customers throughout the purchase process. Best practice examples for transaction-
boosting CCRS are the check-out-less AmazonGo store (Amazon, 2018) and the 
extremely successful Mobile Order and Pay feature by Starbucks that beats other big 
players such as Apple, google, and Samsung in number of users (Bhardwaj, 2018). 
But also the widely-used click-and-collect features represent transaction-boosting 
CCRS that aim at closing the purchase cycle. 
Ambiance-stimulating CCRS focus on providing service content in a 
particularly innovative form, be it an innovative touchpoint technology or via 
advanced interaction and customization features. Here, ambiance is the key 
dimension to add value to the retailer’s service offering, which focuses first and 
foremost on improved customer shopping experiences. MediaMarktSaturn, one of 
Europe’s leading retail groups for electronic goods, works at the forefront of 
technologically advanced CCRS: The corporation tests different ambiance-
stimulating CCRS including virtual reality shopping environments 
(MediaMarktSaturn, 2017) and virtual assistants based on augmented reality 
(MediaMarktSaturn, 2018).   
4.6. Service assessments using the CCRS Pentagon 
For the purpose of illustration, two exemplary services will be assessed using 
the CCRS Pentagon classification scheme; a location-based app push to customers 
that browsed the online shop of a multi-channel retailer and in-store product scans of 
QR codes or UPCs.   
4.6.1 Location-based app push 
Location-based app pushes are a frequently used communication mechanism 
by retailers (Lee & Gopal, 2016). In general, app pushes can be triggered by any kind 
of customer behavior: Location-based services may send app pushes when a customer 
passes a store or leaves a certain location. Behavioral-based app pushes can be 
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triggered by certain activities, e.g. website visits, product views, adding a product to 
an electronic shopping cart – or a lack thereof. The exemplary service assessment 
evaluates a location-based app push: In the first instance, all logged-in customers who 
visited the retailer’s online shop and placed a product in their electronic shopping cart 
without closing the purchase qualify for this service. In case those online shop visitors 
pass by one of the retailer’s offline stores in the upcoming week, they receive an app 
push reminding them of the product in their electronic shopping cart and the option 
to purchase the product in the retailer’s store nearby. Per CCRS definition from 
section 4.3.1 this service qualifies as a CCRS. 
In general, a push notification can reach the customer everywhere where his 
or her smartphone has reception. Thus the location-based app push offers the highest 
degree of accessibility. The content of this specific CCRS covers the dimension of 
information and, in addition, the content is personalized; customers receive an 
individual reminder based on the time they pass the store and the product that the 
customer put in his electronic shopping cart earlier. In addition, the customers receive 
personalized, localized information about the closest store to their current location. 
Therefore, this location-based app push fulfils the highest degree of information. 
Indirectly, the CCRS content may allow the customer to access a broader range of the 
assortment or may increase assurance of (non)delivery by reminding the customer of 
the incomplete purchase process. For the purpose of this service assessment, this 
indirect influence will be neglected. Consequently, the dimensions assortment and 
assurance of delivery receive the rating not applicable, which equals no fulfilment of 
this dimension. This leaves the dimension of ambiance: While app pushes can already 
be designed interactively, we assume that this location-based app push simply 
contains text and no interactive features. Therefore, the CCRS offers basic features, 
but no advanced design or interactive elements and thus fulfils the dimension of 
ambiance at the lowest degree.  
The result of the service assessment indicates that the app push qualifies for 
two CCRS categories; an accessibility-enhancing CCRS and an offer-upgrading 
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CCRS. Special consideration of the key value-adding functionality of the CCRS 
reveals that it does not offer any new information to the customer: The customer is 
already aware of the product and related product information. The accessibility of 
this product in a nearby location, however, is most likely new and beneficial 
information for the customer. Therefore, the CCRS will – in this case – be classified 
as an accessibility-enhancing CCRS.  
4.6.2 In-store product scan 
The second example of in-store product scans via QR codes or UPCs 
delineates a very different service element composition (see Figure 13). First, the 
CCRS is only accessible at the current location of the customer – in store. 
Consequently, accessibility shows the lowest degree of fulfilment. The content of the 
CCRS offers general, i.e. not segmented or personalized, information about the 
scanned product and its usage as well as personalized product recommendations of 
substitutive and complementary products based on the scanned products. 
Consequently, the dimension of information shows a low fulfilment, whereas the 
dimension of assortment demonstrates the highest degree of fulfilment. The 
dimension assurance of delivery does not apply to the CCRS content and thus 
receives the rating not applicable, which equals no fulfilment of this dimension. For 
this CCRS example, an app, the retailers’ electronic scanner, or a digital in-store 
terminal can be used to scan a product. We assume that the app or the software on the 
retailer’s hardware devices provide advanced, interactive features; nicely designed 
user interfaces with various options to navigate as well as interactive elements to 
facilitate employee contact or to customize a product. Therefore, the dimension of 
ambiance is fulfilled to the highest degree.     
The result of the service assessment indicates that the in-store product scan 
qualifies for two CCRS categories; an offer-upgrading CCRS or an ambiance-
stimulating CCRS. However, as the example assumes truly advanced interaction 
features and touchpoint design, the CCRS is classified as an ambiance-stimulating 
CCRS. 
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Figure 13: Assessment of exemplary CCRS  
Source: Own illustration 
 
4.7. Conclusion and outlook 
4.7.1 Discussion and implications 
 The elaborations in this paper have highlighted that research on CCRS is 
distributed across several research streams and that existing service classifications 
often lack solid methodological underpinnings. Alongside the components of CCRS 
content and technology as well as the aspects of the retail function by Betancourt 
(2016), selected concepts of literature have been discussed and three CCRS research 
questions have been answered: First, the dimensions of information, assortment, and 
assurance of delivery as well as differing degrees of personalization answer the 
question what content of CCRS can be delivered to customers. Second, the dimension 
and degrees of accessibility specify when and under which circumstances CCRS can 
be delivered to customers. Third, the dimension and degrees of ambiance indicate 
how CCRS can be delivered to customers.  
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Based on the before mentioned dimensions and corresponding elements, this 
paper introduces a classification of CCRS – the CCRS Pentagon. The CCRS 
Pentagon represents a new conceptual contribution to literature, developed in this 
paper. It allows academics and practitioners alike to assess existing CCRS and to 
compare CCRS across different retailing industries by means of a holistic 
classification scheme.  
The CCRS Pentagon and the illustrative service assessments also reveal 
several managerial implications: First and foremost, CCRS represent complex 
services combining benefits arising from demand-enhancing, customer-oriented 
functionality – the service content – and technologically-induced customer benefits. 
Those components are equally important for successful CCRS concepts and thus need 
to be considered with equal importance in service design and service operations. 
Investment in both components is key.  
Exemplary service assessments via the CCRS Pentagon highlight the 
additional value for the fulfilment of the retail function provided by CCRS. Service 
assessments via the CCRS Pentagon facilitate implementing CCRS performance 
monitoring, setting CCRS performance targets, and deriving strategic initiatives for 
retail development. Retailers are therefore encouraged to evaluate their existing 
CCRS offering.  
Design processes for new CCRS should follow a two-step approach: Initially, 
retailers should analyze their customers’ needs and execute competitive analyses to 
prioritize investment in specific CCRS dimensions. Based on those insights, retailers 
can identify gaps in their current fulfilment of the retail function (under consideration 
of existing CCRS if applicable). For the latter, the CCRS Pentagon offers a solid 
conceptual framework.  
4.7.2 Limitations and future research  
With regards to the shortcomings in existing service classifications identified in 
section 4.3.2, the classification development process at hand rests upon a sound 
methodological foundation and the resulting CCRS Pentagon and CCRS categories 
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contribute to close a known research gap. Nonetheless, the CCRS Pentagon also 
comprises a number of limitations:  
First and foremost, the typology rests upon a review of selected publications and 
is strongly based on Betancourt’s (2016) aspects of the retail function. Thus, one 
limitation of the CCRS Pentagon is the lack of depth that comes with a holistic 
approach; the classification scheme does not explicitly account for every component 
of CCRS. Consequently, researchers are encouraged to review the CCRS Pentagon 
in light of other theoretical concepts and to investigate single dimensions or elements 
of the CCRS Pentagon in more detail. Due to its general reference to the retail 
function, this limitation does not apply to the CCRS definition outlined in section 4.3.1. 
Second, the CCRS Pentagon represents a traditional, conceptual classification 
that has only been validated by use of two exemplary case studies. In light of 
prevalent methodological shortcomings in existing service classifications, the CCRS 
Pentagon classification still requires thorough empirical or qualitative validation. 
Benkenstein et al. (2017) see a special research gap with regards to service innovation 
case studies. Such research in the retailing industry offers a good opportunity to apply 
the CCRS Pentagon in specific settings.  
At last, the application of the CCRS Pentagon still implies a subjective service 
assessment, which is prone to bias. Therefore, the incorporation of cross-validation 
techniques as a fixed process step is highly recommended for service assessments 
using the CCRS Pentagon. 
Despite its limitations, the CCRS Pentagon represents a solid contribution for 
future assessments of specific CCRS manifestations, comparisons of CCRS offerings 
across different retailing industries, and the design of new CCRS.  
 
 
74 
References 
Alibage, A., & Ahn, M. (2018). Business Model Innovation: Review of The 
Concept, Importance, Classifications, and Elements. Student Research 
Symposium, 05.02.2018. 
Amazon (2018): AmazonGo. Retrieved from 
https://www.amazon.com/b?ie=UTF8&node=16008589011, 21.08.2018 
Ayanso, A., Lertwachara, K., & Thongpapanl, N. (2010). Technology-enabled retail 
services and online sales performance. Journal of Computer Information 
Systems, 50(3), 102-111. 
Azimont, F., & Araujo, L. (2010). The making of a petrol station and the “on-the-
move consumer”: Classification devices and the shaping of markets. Industrial 
Marketing Management, 39(6), 1010-1018. 
Baden-Fuller, C., & Haefliger, S. (2013). Business models and technological 
innovation. Long Range Planning, 46(6), 419-426. 
Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, 
Cross-, and Omni‐Channel Retailing for retailers and retailing. Journal of 
Retailing and Consumer Services, 27, 170-178. 
Benkenstein, M., Bruhn, M., Büttgen, M., Hipp, C., Matzner, M., & Nerdinger, F. 
W. (2017). Topics for Service Management Research-A European 
Perspective. SMR-Journal of Service Management Research, 1(1), 4-21. 
Berry, L. L., Bolton, R. N., Bridges, C. H., Meyer, J., Parasuraman, A., & Seiders, 
K. (2010). Opportunities for innovation in the delivery of interactive retail 
services. Journal of Interactive Marketing, 24(2), 155-167. 
http://doi.org/10.1016/j.intmar.2010.02.001 
Betancourt, R. R. (2016). Distribution services, technological change and the 
evolution of retailing and distribution in the first century. In E. Basker (Ed.), 
Handbook on the economics of retailing and distribution, 73-94. Cheltenham, 
UK: Edward Elgar Publishing. 
Betancourt, R. R., Chocarro, R., Cortinas, M., Elorz, M., & Mugica, J. M. (2014). 
Channel Choice in the 21st Century: The Hidden Role of Distribution Services. 
SSRN Working Paper Series, 1-41. http://doi.org/10.1016/j.intmar.2015.09.002 
Bhardwaj, P. (2018, May 23): More people are using Starbucks' mobile payment 
service than Apple Pay, Google Pay, or Samsung Pay. Retrieved from 
https://www.businessinsider.de/starbucks-mobile-payment-service-app-apple-
pay-google-samsung-2018-5?r=US&IR=T, 21.08.201 
 
 
75 
Bodhani, A. (2013). Getting a purchase on AR. Engineering & Technology, 8(4), 
46-49. 
Bulmer, S., Elms, J., & Moore, S. (2018). Exploring the adoption of self-service 
checkouts and the associated social obligations of shopping practices. Journal of 
Retailing and Consumer Services, 42, 107-116. 
Cao, L., & Li, L. (2015). The impact of cross-channel integration on retailers’ sales 
growth. Journal of Retailing, 91(2), 198-216. 
Grewal, D., Roggeveen, A. L., & Nordfält, J. (2017). The future of retailing. Journal 
of Retailing, 93(1), 1-6. 
Hagel, J. I., & Rayport, J. F. (1997). The new infomediaries. The McKinsey 
Quarterly, (4), 54-71. 
Heitz-Spahn, S. (2013), Cross-channel free-riding consumer behavior in a 
multichannel environment: An investigation of shopping motives, 
sociodemographics and product categories, Journal of Retailing and Consumer 
Services, 20(6), 570-578. 
Herhausen, D., Binder, J., Schoegel, M., & Herrmann, A. (2015). Integrating bricks 
with clicks: retailer-level and channel-level outcomes of online-offline channel 
integration. Journal of Retailing, 91(2), 309-325. 
Iansiti, M., & Lakhani, K. R. (2017). Managing Our Hub Economy: Strategy, 
ethics, and network competition in the age of digital superpowers. Harvard 
Business Review, 95(5), 84-92. 
IMImobile Europe Ltd. (2018, February 13): Interactive push notifications – what 
they are, when and how to use them. Retrieved from 
https://www.imiconnect.io/blog/interactive-push-notifications-when-and-how-to-
use-them/; 11.07.2018 
Kim, M. J., Lim, C. H., Lee, C. H., Kim, K. J., Park, Y., & Choi, S. (2018). 
Approach to service design based on customer behavior data: a case study on 
eco-driving service design using bus drivers’ behavior data. Service 
Business, 12(1), 203-227. 
Kwasnik, B. H. (1999). The Role of Classification in Knowledge Representation 
and Discovery. Library Trends, 48(1), 22-47. 
Lambert, S. (2005). Do We Need a 'Real' Taxonomy of e-Business Models?. School 
of Commerce Research Paper Series, Flinders University. 
Lambert, S. (2015). The importance of classification to business model research. 
Journal of Business Models, 3(1). 
 
 
76 
Lee, D., & Gopal, A. (2016). When Push Comes to Shop: On Identifying the Effects 
of Push Notifications on Mobile Retail Sales. 
Maier, E. & Kirchgeorg, M. (2016): Wie reagiert der Offline- auf den Online-
Handel? Die Verbreitung von Reaktionsstrategien im stationären Handel, Leipzig 
2016, HHL Leipzig Graduate School of Management. 
Manß, R. & Kirchgeorg, M. (2017): Kundenbindung durch crossmediale 
Integration: Die Offline- Online-Integration am Beispiel eines Magic-Mirror-
Experiments, Marketing Review, 34(4), 24-33 
Mavroudis, V., & Veale, M. (2018). Eavesdropping Whilst You're Shopping: 
Balancing Personalisation and Privacy in Connected Retail Spaces. In Living in 
the Internet of Things: Cybersecurity of the IoT-2018 (pp. 1-10). IET.  
MediaMarktSaturn (2017, November 20): Virtual SATURN: Saturn launches 
Europe’s first virtual reality shopping world for consumer electronics. Retrieved 
from http://www.mediamarktsaturn.com/en/press/press-
releases/%E2%80%9Cvirtual-saturn%E2%80%9D-saturn-launches-
europe%E2%80%99s-first-virtual-reality-shopping-world, 21.08.2018 
MediaMarktSaturn (2018, May 2): Saturn customers can now try out shopping with 
augmented reality. Retrieved from 
http://www.mediamarktsaturn.com/en/press/press-releases/saturn-customers-can-
now-try-out-shopping-augmented-reality, 21.08.2018 
Meiren, T., Edvardsson, B., Jaakkola, E., Khan, I., Reynoso, J., Schäfer, A., 
Sebastiani, R., Weitlaner, D. & Witell, L. (2015). Derivation of a service 
typology and its implications for new service development. The Naples Forum 
on Service. 
Mertens, P., Barbian, D., & Baier, S. (2017). Digitalisierung und Industrie 4.0 – 
eine Relativierung. Wiesbaden: Springer Vieweg. 
Naujoks, T. (2019). Marketing Functions and B2C E-marketplaces: An Exploratory 
Analysis, forthcoming in Journal of Marketing Channels. 
Okazaki, S., & Mendez, F. (2013). Perceived ubiquity in mobile services. Journal of 
Interactive Marketing, 27(2), 98-111. 
Ortis, I., & Casoli, A. (2009). Technology Selection: IDC Retail Insights Guide to 
Enabling Immersive Shopping Experiences. IDC Retail Insights report. 
Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patricio, L., & Voss, C. A. (2015). 
Service research priorities in a rapidly changing context. Journal of Service 
Research, 18(2), 127-159. 
 
 
77 
Otto, J. R., & Chung, Q. (2000). A Framework for Cyber-Enhanced Retailing: 
Integrating E-Commerce Retailing with Brick-and-Mortar Retailing. Electronic 
Markets, 10(3), 185-191. http://doi.org/10.1080/10196780050177099 
Pantano, E., & Viassone, M. (2015). Engaging consumers on new integrated 
multichannel retail settings: Challenges for retailers. Journal of Retailing and 
Consumer Services, 25, 106-114. 
Parker, R., & Hand, L. (2009). Satisfying the Omnichannel Consumers Whenever 
and Wherever They Shop. IDC Retail Insights report. 
Pei, Z., & Yan, R. (2015). Do channel members value supportive retail services? 
Why?. Journal of Business Research, 68(6), 1350-1358. 
Perren, R., & Kozinets, R. V. (2018). Lateral Exchange Markets: How Social 
Platforms Operate in a Networked Economy. Journal of Marketing, 82(1), 20-36. 
Renko, S., & Druzijanic, M. (2014). Perceived usefulness of innovative technology 
in retailing: Consumers׳ and retailers׳ point of view. Journal of Retailing and 
Consumer Services, 21(5), 836-843. 
Resatsch, F., Sandner, U., Leimeister, J. M., & Krcmar, H. (2008). Do Point of Sale 
RFID‐Based Information Services Make a Difference? Analyzing Consumer 
Perceptions for Designing Smart Product Information Services in Retail 
Business. Electronic Markets, 18(3), 216-231. 
Rizk, A., Bergvall-Kåreborn, B., & Elragal, A. (2018). Towards a Taxonomy for 
Data-Driven Digital Services. 
Rosenbloom, B. (2013). Functions and institutions: The roots and the future of 
marketing channels. Journal of Marketing Channels, 20(3-4), 191-203. 
Roy, S. K., Balaji, M. S., Sadeque, S., Nguyen, B., & Melewar, T. C. (2017). 
Constituents and consequences of smart customer experience in retailing. 
Technological Forecasting and Social Change, 124, 257-270. 
Saarijärvi, H., Mitronen, L., & Yrjölä, M. (2014). From selling to supporting – 
Leveraging mobile services in the context of food retailing. Journal of Retailing 
and consumer services, 21(1), 26-36 
Schramm-Klein, H., Wagner, G., Steinmann, S., & Morschett, D. (2011). Cross-
channel integration – is it valued by customers?. The International Review of 
Retail, Distribution and Consumer Research, 21(5), 501-511. 
Schumann, J. H., Wünderlich, N. V., & Wangenheim, F. (2012). Technology 
mediation in service delivery: A new typology and an agenda for managers and 
academics. Technovation, 32(2), 133-143. 
http://doi.org/10.1016/j.technovation.2011.10.002 
 
 
78 
Shaw, A. W. (1912). Some problems in market distribution. The Quarterly Journal 
of Economics, 26(4), 703-765. 
Stein, A., & Ramaseshan, B. (2016). Towards the identification of customer 
experience touch point elements. Journal of Retailing and Consumer Services, 
30, 8-19. 
Ström, R., Vendel, M., & Bredican, J. (2014). Mobile marketing: A literature 
review on its value for consumers and retailers. Journal of Retailing and 
Consumer Services, 21(6), 1001-1012. 
Szostak, R. (2008). Classification, interdisciplinarity, and the study of science. 
Journal of Documentation, 64(3), 319-332. 
van Ittersum, K., Wansink, B., Pennings, J. M., & Sheehan, D. (2013). Smart 
shopping carts: How real-time feedback influences spending. Journal of 
Marketing, 77(6), 21-36. 
van Waterschoot, W., Sinha, P., Burt, S., & Haes, J. De. (2011). The Classic 
Conceptualisation and Classification of Distribution Service Outputs – Time for 
a Revision? European Retail. Retrieved from 
http://link.springer.com/chapter/10.1007/978-3-8349-6147-1_1 
Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing 
to omni-channel retailing: introduction to the special issue on multi-channel 
retailing. Journal of Retailing, 91(2), 174-181. 
von Briel, F. (2018). The future of omnichannel retail: A four-stage Delphi study. 
Technological Forecasting and Social Change, 132, 217-229. 
Weld, L. D. (1917). Marketing functions and mercantile organization. The 
American Economic Review, 7(2), 306-318. 
Willems, K., Smolders, A., Brengman, M., Luyten, K., & Schöning, J. (2017). The 
path-to-purchase is paved with digital opportunities: An inventory of shopper-
oriented retail technologies. Technological Forecasting and Social Change, 124, 
228-242.  
Witell, L., Snyder, H., Gustafsson, A., & Fombelle, P. (2016). Defining service 
innovation: A review and synthesis. Journal of Business. Retrieved from 
http://www.sciencedirect.com/science/article/pii/S0148296315006967 
Wünderlich, N. V., Wangenheim, F. V., & Bitner, M. J. (2013). High tech and high 
touch: a framework for understanding user attitudes and behaviors related to 
smart interactive services. Journal of Service Research, 16(1), 3-20. 
Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1985). Problems and strategies in 
services marketing. The Journal of Marketing, 33-46. 
 
 
79 
Zou, X., & Huang, K. W. (2015). Leveraging location-based services for couponing 
and infomediation. Decision Support Systems, 78, 93-103. 
  
 
 
80 
 
V. Service-induced Retailer Switching – Power of  
Cross-Channel Retail Services 
 
Paper D 
Katharina Behme 
 
 
 
 
 
 
 
 
 
Abstract: Cross-channel retail services (CCRS) are omnipresent in retailing, 
implemented by retailers as lock-in mechanism for existing customers or innovative 
feature to attract new customers. This research examines determinants of CCRS 
adoption as well as CCRS-induced retailer switching and evaluates the power of 
CCRS to induce retailer switching. A study with German retail customers of 
consumer electronics confirms the occurrence of CCRS-induced retailer switching. 
Drivers of CCRS-induced retailer switching are the intention to use a CCRS, a 
positive attitude towards technological innovation, and discomfort with the present 
technological environment. Customer preferences for competitive prices negatively 
impact CCRS-induced retailer switching. 
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5.1. Introduction  
Contemporary omni-channel retail environments are defined by seamless 
integration of multiple channels (Verhoef, Kannan, & Inman, 2015) and a confluence 
of tangible goods and smart retail services (Rizk, Bergvall-Kåreborn, & Elragal, 
2018). Cross-channel retail services (CCRS) connect retail channels and enable 
customers to experience omni-channel shopping. In general, omni-channel retail 
environments lead to higher customer engagement (Pantano & Viassone, 2015) and 
spur retailers’ sales growth (Cao & Li, 2015). More specifically, technologically 
driven CCRS positively affect the customers’ perception of the retailer and shape 
behavioral intentions: They have the potential to drive revenue for the retailer by 
increasing revenues from existing customers, extracting greater consumer surplus, or 
acquiring new customers (Inman & Nikolova, 2017). But retailers struggle with a 
successful, smart servitization of retail: In 2014, 80% of Germany’s top multi-channel 
retailers offered CCRS, but reported only limited success2 (ECC, 2014). Despite this 
availability of CCRS, three years later, only 35% of German retail customers knew 
what the term “click and collect” implied (ECC, 2017). Yet, today, the successful 
implementation of CCRS remains a challenge for omni-channel retailers (von Briel, 
2018). In line with its relevance for retail businesses, the call for academic research 
on CCRS persists (e.g. Venkatesh, Thong, & Xu 2012).  
The omni-channel shopping experience offers customers the flexibility to 
move freely across channels and retailers. This enables retailer switching within the 
purchase process, a behavior where customers enjoy free access to product 
information and consulting at one retailer but subsequently switch to another retailer 
for placing the purchase (Heitz-Spahn, 2013). Several studies investigating the 
behavior of European retail customers highlight the importance of retailer switching; 
 
2 Expert interviews identify lack of experienced managers motivated for CCRS implementation,  
   outdated corporate IT infrastructure, limited focus on customer needs during service  
   conceptualization and inconsistent communication as common reasons for CCRS implementation  
   failures. 
 
 
82 
Heitz-Spahn (2013) reports 67% of retailer switching customers, Manß, Kurze and 
Bornschein (2019) observe 64% and van Baal and Dach (2005) report 45% of those 
customers.3 Customers can perceive retailer switching within a purchase process both 
positively or negatively (Sit, Hoang, & Inversini, 2018): Most frequently mentioned 
benefits are search convenience and ease of mind after the purchase, common costs 
are search effort, risk, and waiting costs for delivery (Gensler, Neslin, & Verhoef, 
2017). For retailers, retailer switching poses a major threat: A retailer bears the costs 
for presenting products and information to customers but might not generate the 
corresponding revenue (e.g. Rapp et. al., 2015).  
CCRS are recognized as a strategic tool to overcome retailer switching and 
increase customer loyalty (Inman & Nikolova, 2017): They allow customers to 
engage in their preferred omni-channel behavior and provide a retailer lock-in 
mechanism at the same time (Brunner, 2013). But so far, academic research neglected 
the question how CCRS contribute to retailer switching. This means it remains 
unclear to what extent CCRS represent a threat of increased customer churn for 
retailers who offer no or poor CCRS and to what extent CCRS provide potential to 
acquire customers for retailers who introduce competitive CCRS. 
In response to before mentioned research gaps, the paper at hand contributes 
to academics in two ways: First, this study provides insights into determinants of 
CCRS adoption and thus, amends extant research on omni-channel retail 
environments. Insights into service adoption of a holistic CCRS concept are a novel 
contribution to research. In specific, the research project reports the impact of hedonic 
and utilitarian customer attitudes towards shopping, customer preferences for certain 
retailer aspects, and technology readiness on CCRS adoption. Iterative regression 
analyses disclose the impact of each determining construct on CCRS adoption. 
Second, the study analyzes customer intentions to switch a retailer in order to use a 
 
3  All studies rely on online surveys of retail customers and investigate purchases of non-food  
   consumer goods; Manß, Kurze and Bornschein (2019) focus on consumer electronics, Heitz-Spahn  
   (2013) and van Baal and Dach (2005) evaluate retailer switching and cross-channel movements  
   for several non-food product group categories. 
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CCRS. This investigation of CCRS-induced retailer switching opens up a new avenue 
of research. Despite research on either retailer switching or retailer services in 
general, retailer switching in order to adopt a CCRS has gained no attention in 
academic research to date. In addition to its academic contribution, findings from this 
study also contribute to business practice: Our managerial implications offer insights 
about the determinants of CCRS adoption and CCRS-induced retailer switching that 
enable prioritization in retail business strategy and CCRS design.   
This paper is structured as follows. First, we introduce the theoretical 
background of the constructs in the research model and derive our hypotheses. 
Second, we outline the methodology and describe the findings of the empirical 
study. Third, we close with a discussion of the findings and managerial implications, 
as well as an overview of limitations and a call for further research. 
5.2. Theoretical background 
5.2.1 CCRS definition 
Despite exhaustive research on contemporary, multi-channel retailing, there 
exists to-date no consistent definition of retail services in omni-channel retail 
environments (Pei & Yan, 2015; Witell et al., 2016). Instead, the research landscape 
features a multitude of narrow-focused descriptions of specific services (e.g. self-
service check-outs in Bulmer, Elms, and Moore, 2018; smart product information 
services in Resatsch et al., 2008 or smart shopping carts in van Ittersum et al., 2013) 
as well as varying terminology for contemporary retail services and technologies (e.g. 
IT-enabled services in Ayanso, Lertwachara, & Thongpapanl, 2010; interactive 
services in Berry et al., 2010; cyber-enhanced retailing in Otto and Chung, 2000; 
supportive retail services in Pei and Yan, 2015; smart retailing in Roy et al., 2017 or 
technology-enhanced services in Schumann, Wünderlich, Wangenheim, 2012). In 
order to avoid confusion with before mentioned concepts and to specify the subject 
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of research, we define CCRS as any retailer service offering4 directed at the customer, 
whose provision, content, or usage includes more than one information or purchase 
channel with the goal to better fulfill the retail function.  
5.2.2 CCRS adoption  
Relevant research on determinants of CCRS adoption can be derived from a 
substantial body of behavioral marketing literature concerning the adoption of new 
services, technologies, and channels or the diffusion of innovation. 5  Established 
models are continuously extended in attempts to investigate service adoption in 
heterogeneous settings, but those extended models become too complex (Pei et al., 
2017): As a result, Pei, Wang and Guo (2017) note a shift away from before 
mentioned, traditional concepts towards simpler models based on higher-order 
constructs. In line with this tendency, this research does not apply a traditional model 
for CCRS adoption, but focuses on the relative impact of a few, selected determinants 
of CCRS adoption outlined in section 5.2.4. 
With regards to the object of service adoption itself, literature differentiates 
intended service usage (e.g. Pei et al., 2017; Venkatesh et al., 2012), first usage 
(Bilgicer et al., 2015), regular or habitual usage (Bulmer et al., 2018) and 
disadoption, i.e. discontinued usage (e.g. Nitzan & Libai, 2011). Following 
Venkatesh et al. (2003), we define CCRS adoption as intended CCRS adoption with no 
explicit reference to first usage and no differentiation of single-time or habitual usage.  
 
4  Service offerings are defined more precisely using the IHIP service definition by Zeithaml, Berry,  
    and Parasuraman (1985) based on the service characteristics intangibility, heterogeneity,    
    inseparability of production and consumption, and perishability. However, it should be noted that  
    some academics question the applicability of the IHIP service definition for innovative services  
    (Ostrom et al., 2015; see also section 4.3.1 in this dissertation). 
5 Established theories used to research service adoption include e.g. Theory of Reasoned Action  
    (TRA) by Fishbein and Ajzen (1975), Theory of Planned Behavior (TPB) by Ajzen (1985),  
    Technology Acceptance Model (TAM) by Davis (1989), Innovation Diffusion Theory (IDT) by  
    Moore and Banbesat (1991), and Unified Theory of Acceptance and Use of Technology (UTAUT)  
     and UTAUT2 by Venkatesh et al. (2003; resp. 2012). 
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5.2.3 CCRS-induced retailer switching 
Early omni-channel literature discussed retailer switching during the 
purchasing process within channel-related customer switching behavior such as 
showrooming, i.e. the intention to switch from an offline to an online channel within 
the purchase process (e.g. Gensler et al. 2017), or webrooming, i.e. the intention to 
switch from an online to an offline channel (e.g. Arora & Sahney, 2017). Later, 
research on omni-channel customer behavior turned its focus on retailer switching 
itself, often referred to by the term free-riding (e.g. Chiu et al., 2011; Heitz-Spahn, 
2013; van Baal & Dach, 2005) or by enhancing existing concepts: Mehra, Kumar, 
and Raju (2013) for example introduce the term competitive webrooming to indicate 
webrooming behavior that also includes retailer switching. While reasons for retailer 
switching within the purchasing process are manifold, most publications follow a 
benefit-cost approach, in which customers base their retailer or channel choice on the 
comparison of related benefits and costs (e.g. Chiu et al., 2011; Gensler et al. 2017). 
CCRS are recognized as a strategic tool for a retailer to decrease retailer 
switching by increasing customer lock-in across communication and distribution 
channels (e.g. Brunner, 2013). But CCRS offered by a competitive retailer can also 
positively shape the customers’ perception in favor of this other retailer (Inman & 
Nikolova, 2017) and thereby induce retailer switching. While both effects – customer 
lock-in and retailer switching – can occur as a result of CCRS, the impact of CCRS on 
retailer switching has not yet been researched to date and thus presents a novel 
contribution to existing literature. Besides CCRS adoption, our model therefore 
investigates CCRS-induced retailer switching, i.e. a customer behavior whereby 
customers switch to another retailer in order to use a CCRS. Thereby, retailer switching 
is defined as intended retailer switching based on Cassab and MacLachlan (2009).6  
 
6 While behavioral intentions can only serve as a proxy for customer behavior, it deems an  
    adequate operationalization in case factual customer behavior is hard to obtain, e.g. in case  
    innovative products or services do not yet offer sufficient transaction histories. 
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Customers engage in switching behavior only if it induces a certain benefit, 
i.e. the perceived benefit must exceed implicit switching costs (e.g. Chiu et al., 2011; 
Gensler et al., 2017). For CCRS-induced retailer switching this implies that 
customers only consider retailer switching in case the CCRS of the competitive 
retailer is attractive enough that the perceived benefit of its usage exceeds the cost of 
retailer switching. In consequence, this means that the customer must intend to adopt 
the CCRS in the first place. We therefore assume a positive impact of intended CCRS 
adoption on intended retailer switching in order to use CCRS. This basic hypothesis 
H0 is formulated as follows:  
H0: The intention to adopt CCRS positively impacts the 
intention to switch a retailer in order to use CCRS.  
5.2.4 Determinants of CCRS adoption and CCRS-induced retailer switching   
The research at hand focuses on a few selected determinants of CCRS 
adoption: It evaluates the impact of hedonic and utilitarian customer attitudes towards 
shopping, retailer aspect preferences of the customer, as well as technology readiness 
of the customer on the intention to adopt CCRS. The study also explores how these 
determinants explain customer intentions to switch a retailer in order to use CCRS. 
For this purpose, the model is enhanced by customers’ attitude towards retailer 
switching as an additional determinant for CCRS-induced retailer switching. Figure 
14 depicts the full analytical model.  
While single constructs can be found in prior research on service adoption or 
retailer switching in general, the research at hand contributes also a novel contrast of 
the determinants’ effect on CCRS adoption and CCRS-induced retailer switching (see 
sections 5.4.1 and 5.4.2). Due to this comparative approach, we formulate hypotheses 
separately for the determinants of CCRS adoption and determinants of CCRS-
induced retailer switching in the following sections.  
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Figure 14: Analytical model and hypotheses 
Source: Own illustration 
 
Socio-demographic control variables complete the analytical model. They 
include customer information on gender, age, education, residential area, and 
household income. For the purpose of this study, the socio-demographic variables 
serve only as control. Therefore, hypotheses are not formulated explicitly.  
5.2.4.1 Customer attitude towards shopping 
Customer attitudes towards shopping play a significant role in the adoption of 
retail services (e.g. Kim et al., 2017), the decision to close the purchase (e.g. Juaneda-
Ayensa, Mosquera, & Sierra Murillo, 2017), and retailer switching (Heitz-Spahn, 2013).  
Hedonic and utilitarian values represent two dimensions of a customer’s 
attitude towards shopping. Customers with predominantly hedonic shopping 
motivation value pleasure, enjoyment, and high-arousal stimuli in their shopping 
experience (Alba & Williams, 2013). Customers with a predominantly utilitarian 
attitude appreciate efficiency of the shopping experience and easy task completion 
(Bradley & LaFleur, 2016). Hedonic and utilitarian values complement each other, 
meaning that both dimensions influence customer behavior (Vieira, Santini, & 
Araujo, 2018). Smart retailing concepts and manifestations of CCRS can appeal to 
both customer attitude dimensions: Kaltcheva and Weitz (2006) show that store 
environments, which create high arousal, appeal to customer with hedonic shopping 
motivations. Hedonic customers are more likely to close a purchase and return to the 
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store. At the same time such store environments have a negative effect on the rational, 
utilitarian motivated customers. Ideally, a CCRS appeals to both dimensions, i.e. it is 
exciting and efficient at the same time.  
The two-dimensional concept of utilitarian and hedonic shopping value is an 
established concept to investigate the impact of customer attitudes towards shopping 
on customer satisfaction and customer behavior such as purchase intention or loyalty 
(Vieira, Santini, & Araujo, 2018). However, as Bradley and LaFleur (2016) note, 
there is a considerable research gap on the impact of hedonic and utilitarian shopping 
value on retail services.   
In answer to this research gap, our study incorporates utilitarian and hedonic 
attitudes towards shopping as determinants of CCRS adoption and CCRS-induced 
retailer switching. Prior research suggests positive associations of both – utilitarian 
and hedonic – attitudes with customer loyalty and the intention to purchase (Vieira, 
Santini, & Araujo, 2018). I.e. the more distinct or strong the attitude – be it hedonic 
or utilitarian – the more likely are customers to remain loyal (to a brand or product) 
or to place a purchase. Therefore, hypotheses for the impact of hedonic and utilitarian 
customer attitudes on intentions for CCRS adoption are formulated as follows:  
H1.1a: Hedonic customer attitudes towards shopping positively impact the  
            intention to use CCRS.  
H1.1b: Utilitarian customer attitudes towards shopping positively impact the  
           intention to use CCRS.  
The combination of H0 and H1.1a-H1.1b also indicates that  
H2.1a: Hedonic customer attitudes towards shopping positively impact the  
            intention to switch to a new retailer in order to use CCRS. 
H2.1b: Utilitarian customer attitudes towards shopping positively impact the  
           intention to switch to a new retailer in order to use CCRS. 
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5.2.4.2 Retailer aspect preferences 
In our research, we hypothesize that the added value of CCRS that customers 
perceive – and which we hypothesize drives CCRS adoption – depend on a 
customer’s individual preference for certain retailer aspects.7  
Retailer aspects describe the retail function and manifestation of a retail 
business. As such, the advancement of retailer aspects shapes the customer 
experience and influences customer behavior. In their popular concept of customer 
experience creation, Verhoef et al. (2009) include single retailer aspects such as 
assortment, price, and the retail atmosphere amongst other determinants. But those 
retailer aspects do not cover the full spectrum of the function that retailers perform. 
Therefore, our model incorporates retailer aspects by Betancourt (2016), a concept 
originating from distribution service output theory8.  
Betancourt (2016) identifies five aspects of the retail function; (1) 
accessibility, (2) information, (3) assortment, (4) assurance of delivery, and (5) 
ambiance. In other words, the function of a retailer can be defined in that he offers 
access to product information as well as an assortment of products and assures 
customers of a rightful delivery in case of a purchase while providing a satisfactory 
ambiance for shopping.  
Our operationalization of retailer aspect preferences after the factor analysis 
results in four factors (see section 5.4.3): (1) accessibility, (2) assortment, (3) value 
for money, and (4) assurance of delivery. Therefore, hypotheses are formulated as 
follows:  
 
 
7 By integrating the perspective of added value into the conceptual model this paper follows Vrontis,  
   Thrassou, and Amirkhanpour (2017), who call for a stronger focus on added value in omni-channel  
    retailing research. 
8 Distribution service output theory dates back to the first concepts of marketing functions that coin  
    research in marketing and retailing since the nineteenth century (Rosenbloom, 2013; for an overview  
    see Naujoks, 2019 or van Waterschoot et al., 2011). 
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H1.2a: A customer’s preference for the retailer aspect accessibility  
                        significantly impacts the intention to use CCRS.  
H1.2b: A customer’s preference for the retailer aspect assortment  
                       significantly impacts the intention to use CCRS. 
H1.2c: A customer’s preference for the retailer aspect value for money  
                      significantly impacts the intention to use CCRS. 
H1.2d: A customer’s preference for the retailer aspect assurance of delivery  
                     significantly impacts the intention to use CCRS. 
The combination of H0 and H1.2a-H1.2d also indicates that  
H2.2a: A customer’s preference for the retailer aspect accessibility  
                        significantly impacts the intention to switch the retailer. 
H2.2b: A customer’s preference for the retailer aspect assortment  
                       significantly impacts the intention to switch the retailer. 
H2.2c: A customer’s preference for the retailer aspect value for money  
                      significantly impacts the intention to switch the retailer. 
H2.2d: A customer’s preference for the retailer aspect assurance of delivery  
                     significantly impacts the intention to switch the retailer.  
More specifically, we expect that customers have a higher intention for 
CCRS adoption and CCRS-induced retailer switching if the function or content of 
the specific CCRS in question improves a retailer aspect that is important to the 
customer. Although the set up and scope of our study does not allow for a solid 
evaluation of this relationship, we present first findings on the impact of CCRS 
content on intended CCRS adoption in section 5.4.3. 
5.2.4.3 Technology readiness 
CCRS serve as a means for channel integration in omni-channel retail 
environments consisting of offline and online channels. This definition implies that 
CCRS are technology-enabled services. Customers with a poor understanding of 
technology-enabled services can experience high levels of stress in omni-channel 
retail environments (Bulmer, Elms, & Moore, 2018). To account for this customer 
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characteristic, our model incorporates the concept of technology readiness 
(Parasuraman & Colby, 2015) as a determinant for intended CCRS adoption and 
intended retailer switching. 
Parasuraman and Colby (2015) aggregate customer attitudes towards new 
technologies in their technology readiness index. Their model encompasses four 
dimensions; (1) innovativeness, an indication for early adopters of technological 
innovations, (2) discomfort, the feeling of being overwhelmed by uncontrollable 
technology, (3) optimism with regards to a beneficial impact of technological 
innovations, and (4) insecurity based on distrust and skepticism towards new 
technologies. Hypotheses for the impact of overall technological readiness on CCRS 
adoption and retailer switching are formulated as follows:  
H1.3a: The technology readiness dimension innovativeness positively impacts  
            the intention to use CCRS.   
H1.3b: The technology readiness dimension discomfort negatively impacts the  
            intention to use CCRS.   
H1.3c: The technology readiness dimension optimism positively impacts the  
            intention to use CCRS.   
H1.3d: The technology readiness dimension insecurity negatively impacts the  
            intention to use CCRS.   
The combination of H0 and H1.3a-H1.3d also indicates that  
H2.3a: The technology readiness dimension innovativeness positively impacts  
            the intention to switch a retailer in order to use CCRS.   
H2.3b: The technology readiness dimension discomfort negatively impacts the  
            intention to switch a retailer in order to use CCRS.   
H2.3c: The technology readiness dimension optimism positively impacts the  
            intention to switch a retailer in order to use CCRS.   
H2.3d: The technology readiness dimension insecurity negatively impacts the  
            intention to switch a retailer in order to use CCRS.  
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5.2.4.4 Attitude towards retailer switching 
Chou et al. (2016) identify attitude towards switching, switching costs (i.e. 
time, money, and effort), and past switching behavior as switching barriers that keep 
customers from switching the retailer. To control for psychographic influences on the 
intention to switch the retailer, attitude towards retailer switching is integrated in the 
conceptual model as an additional variable for CCRS-induced retailer switching 
intentions. The related hypothesis is formulated as follows: 
H2.4: A positive attitude towards retailer switching positively impacts the    
 intention to switch a retailer in order to use CCRS. 
5.3. Methodology 
5.3.1 Data gathering  
The investigation of CCRS adoption and CCRS-induced retailer switching 
rests upon data from a dedicated online survey of German retail customers. Questions 
in the survey refer to purchases of consumer electronics.9 
The online survey via a professional consumer panel in October 2017 yielded 
300 full-survey responses of German consumers. Besides a minimum age of 18 and 
residence in Germany, no other criteria influenced participant selection. Table 13 
provides descriptives of the full survey sample.  
 
 
 
 
 
 
 
9Durable, slow-moving products such as consumer electronics qualify particularly for omni-channel  
   retailing. In addition, the product category of consumer electronics has also been investigated in  
   selected publications on retailer switching (e.g. Heitz-Spahn, 2013; van Baal & Dach, 2005; Chiu  
   et al., 2011), which allows for better comparison of results.  
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Table 13: Description of sample     
  
Frequency 
  
  
Frequency 
(in %) (in %) 
Gender     Residential area   
   Male 53.2      <100 tsd. inhabitants 19.4 
   Female 46.8      100-500 tsd. inhabitants 32.4 
         >500 tsd. inhabitants 39.8 
Age groups a      Prefer not to say 8.4 
   <35 years 36.5       
   35-52 years 27.8   Net household income   
   >53 years 35.8      <2,500 EUR p.m. 36.8 
         2,500-5,000 EUR p.m. 30.8 
Education      >5,000 EUR p.m. 7.0 
   No A level 11.0      Prefer not to say 25.4 
   A level (high-school) or higher 86.3 
      
   Prefer not to say 2.7 
a. According to generational age barriers of Twenge et al. (2010)        
 
5.3.2 Measurement 
5.3.2.1 CCRS  
CCRS can transport a variety of service content and use different technologies 
and touchpoints. To address this complexity, the operationalization of CCRS uses the 
responses for 10 different CCRS examples as a proxy for CCRS in general. Thus, 
intended CCRS adoption in general is predicted by the standardized sum of intended 
CCRS adoption for the ten exemplary services.  
The development of CCRS examples and related qualitative pre-tests created 
a battery of exemplary CCRS that covers the five retailer aspects by Betancourt 
(2016) and accounts for the heterogeneity of CCRS manifestations.  
In two pre-test iterations, six resp. 15 academics and practitioners rated 
verbalizations and corresponding visualizations of CCRS examples and allocated 
those CCRS examples to one or more retailer aspects that they perceived would be 
enhanced by the service. To do so, participants ranked each CCRS example on a scale 
from 1 (very bad) to 5 (very well) as to how well the CCRS example represented the 
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respective retailer aspect. Table 14 shows the ten CCRS examples that qualified for 
application in the study after qualitative pre-tests. 
 
Table 14: CCRS examples 
Example Verbalization 
CCRS 1 
In case you cannot receive your parcel, just choose another place or time of delivery 
on short notice via your smartphone. 
CCRS 2 
Use our price-radar app to get reminded about discounts and special offers - and to 
reserve your desired products in store with just a click. 
CCRS 3 
Reserve the newest products in our app and at e-terminals in store even before the 
products arrive. 
CCRS 4 
Scan products with your smartphone and get to know all product details, variations 
and further recommendations - on your smartphone, via email or at an e-terminal. 
CCRS 5 
Choose a product online in the color and material that you prefer and we will place 
it at your disposal for a product test in store. 
CCRS 6 
With us you do not only find the closest store to your location - you also see if there 
currently is a line at check-out. 
CCRS 7 
Register once and enjoy your future shopping trips without stopping at the check-
out - just take your purchases with you. 
CCRS 8 
Fill-up your customer account at the check-out and use the account to pay for your 
future purchases in store, online and in our app. 
CCRS 9 
The mobile product finder shows you in which store your desired product is in 
stock and where it is located within that store. 
CCRS 10 
Contact our sales personnel for personal assistance 24/7 - in store, via telephone, 
email or video-chat. 
Source: Own illustration based on qualitative pre-test results 
 
5.3.2.2 Intended CCRS adoption and intended retailer switching 
During the quantitative pre-test of the customer survey we measured intended 
CCRS adoption (ISA) based on a three-item battery by Venkatesh et al., (2003). For 
the final survey this measurement was reduced to a single item based on pre-test 
results that disclosed high correlations of the single items and raised participant 
complaints about too much repetition of very similar questions. The measurement of 
intended retailer switching (IRS) initially featured a three-item battery based on 
Cassab and MacLachlan (2009) who use a selection of items introduced by Zeithaml 
et al. (1996). Similar to intended CCRS adoption, the measurement was reduced to a 
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single item based on pre-test results. Table 15 shows the reduced, single-item battery 
used in the final customer online survey. For both, intended CCRS adoption and 
intended retailer switching, responses from the ten CCRS examples are cumulated to 
a standardized sum score for ISA, resp. IRS.  
5.3.2.3 Customer attitude towards shopping 
Research on hedonic and utilitarian customer attitudes offers a considerable 
body of literature and proven marketing scales (see Bearden & Netemeyer, 1999). 
We operationalize customer attitudes (CA) using the established measurement scale 
of customer attitudes by Voss, Spangenberg and Grohmann (2003).10 Participants of 
the survey were asked to indicate their attitude towards a typical purchase of 
consumer electronics on a seven-point Likert scale ranging from 1 (strongly disagree) 
to 7 (strongly agree). Our study confirmed excellent reliability of the measurement 
scale for hedonic customer attitude (CA_H = .91) and good reliability of utilitarian 
customer attitude (CA_U = .79). 
5.3.2.4 Retailer aspect preferences 
Item batteries for retailer aspects based on distribution service output theory 
are not commonly used in behavioral marketing studies. We operationalize retailer 
aspects by use of items from Betancourt et al. (2017), who undertook empirical 
research on private shopping clubs. Due to the differing context of the study, our 
study features an adapted range of the original item battery and applied factor 
analyses to derive the retailer aspects used in the survey (see section 5.3.3). The final 
items are listed in Table 15. Customer preferences for retailer aspects are measured 
using a five-point Likert scale ranging from 1 (unimportant) to 5 (very important). 
  
 
10 The scale has been developed and tested across different product categories of consumer goods  
    and thus, deems suitable for the focus on consumer electronics in this research project. 
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Table 15: Item overview  
Item code Item Factor 
Customer attitude (CA) 
  
My typical purchase of electronic consumer goods is...   
CA_U_1 ... effective 
CA_U 
CA_U_2 ... helpful 
CA_U_3 ... functional 
CA_U_4 ... necessary 
CA_U_5 ... practical 
CA_H_1 ... fun 
CA_H 
CA_H_2 ... exciting 
CA_H_3 ... delightful 
CA_H_4 ... thrilling 
CA_H_5 ... enjoyable 
      
Retailer aspect preference (RA) 
  
RA_ACC 
The retailer facilitates the purchase and delivery of purchased items at a time 
and place of my convenience.  
RA_ACC 
RA_INF_1 
The retailer meets my information needs, e.g. related to new offers and 
services.  
Excluded 
from later 
analyses 
RA_INF_2 The retailer offers sufficient information for the purchase.  
RA_ASS RA_PRO_1 
The broad product range of the retailer facilitates combining different products 
in a single order. 
RA_PRO_2 The range of product alternatives (sizes, colors, etc.) facilitates my purchase. 
RA_PRO_3 The retailer offers more attractive offers than other retailers.  
RA_VFM 
RA_PRO_4 In general, the items from this retailer live up to my expectations. 
RA_DEL_1 The retailer ensures that I can use the product in time when I need it. 
Excluded 
from later 
analyses 
RA_DEL_2 The retailer's return or devolution policies meet my needs. 
RA_DEL 
RA_DEL_3 The retailer's payment methods meet my needs. 
RA_DEL_4 
The retailer's privacy and security policy facilitate peace of mind 
during my purchases. 
 
Technology readiness (TRI)   
  
TRI_OPT_1 New technologies contribute to a better quality of life. 
TRI_OPT 
TRI_OPT_2 Technology gives me more freedom of mobility. 
TRI_OPT_3 Technology gives people more control over their daily lives. 
TRI_OPT_4 Technology makes me more productive in my personal life. 
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Table 15 (cont’d.): Item overview   
Item code Item Factor 
 
Technology readiness (TRI)   
TRI_INN_1 Other people come to me for advice on new technologies. 
TRI_INN 
TRI_INN_2 
In general, I am among the first in my circle of friends to acquire new 
technology when it appears. 
TRI_INN_3 
I can usually figure out new high-tech products and services without help  
from others. 
TRI_INN_4 
I keep up with the latest technological developments in my areas of 
interest. 
TRI_DIS_1 
When I get technical support from a provider of a high-tech product or 
service, I sometimes feel as if I am being taken advantage of by someone 
who knows more than I do. 
TRI_DIS 
TRI_DIS_2 
Technical support lines are not helpful because they don’t explain things  
in terms I understand. 
TRI_DIS_3 
Sometimes, I think that technology systems are not designed for use  
by ordinary people. 
TRI_DIS_4 
There is no such thing as a manual for a high-tech product or service  
that’s written in plain language. 
TRI_INS_1 People are too dependent on technology to do things for them. 
TRI_INS 
TRI_INS_2 Too much technology distracts people to a point that is harmful. 
TRI_INS_3 
Technology lowers the quality of relationships by reducing personal 
interaction. 
TRI_INS_4 
I do not feel confident doing business with a place that can only  
be reached online. 
 
Intended CCRS adoption (ISA)  
ISA 1-ISA 10 I would use this service if it were offered. 
Sum of 
responses 
for CCRS 
examples  
 
Attitude towards retailer switching (ATRS)   
ATRS 
For me, searching for information at one retailer but purchasing at another 
retailer is discomforting. 
 
ATRS 
ATRS_NRM 
Generally speaking, the cost of time, money, and effort to search  
for information at one retailer but purchase at another retailer is high. 
ATRS_EX 
I have a lot of experience searching information at one retailer  
but purchasing at another retailer. 
 
Intended retailer switching (IRS)   
IRS 1-IRS 10 
I will switch the retailer for my next purchase of consumer electronics  
if another retailer offers this service. 
Sum of 
responses 
for CCRS 
examples 
Source: Own illustration 
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5.3.2.5 Technology readiness 
Technology readiness is operationalized using the established, revised 
technology readiness index (TRI) scale by Parasuraman and Colby (2015). The single 
items underlying this scale are outlined in Table 15. Measurement employed a five-
point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). The scale 
features four dimensions; innovativeness (TRI_INN), discomfort (TRI_DIS), 
optimism (TRI_OPT), and insecurity (TRI_INS). A factor analysis confirmed before 
mentioned four dimensions with good reliability alphas (OPT = .82, INN = .84,  
DIS = .79 and INS = .75).  
5.3.2.6 Attitude towards retailer switching 
The customer’s attitude towards retailer switching (ATRS) is operationalized 
based on an item battery by Bansal, Taylor, and St. James (2005). The single items 
are listed in Table 15. Participants of the study answered on a five-point Likert scale 
ranging from 1 (strongly disagree) to 5 (strongly agree). Results of our study report a 
Cronbach alpha of .60 for this battery. We believe the heterogeneity of the three items 
to be the main reason for low internal consistency. Due to this explanation, the limited 
role of ATRS in our research, and the use of this item battery in previous publications, 
we continue to use the operationalization for analysis without adaptations.  
5.3.3 Item reduction  
Due to the high number of different constructs and related items in the 
analytical model, factor analysis was applied to reduce the number of items for the 
subsequent regression. Table 15 features the factors emerging from multi-item 
batteries for each construct.  
Factor solutions for the constructs customer attitude and technology readiness 
confirm the underlying literature and previous factor analyses (see Table 15). The 
extracted factors for retailer aspect preferences, however, only partially confirm the 
constructs from underlying literature by Betancourt (2016): Instead of a five-factor 
solution, the factor analysis identified four retailer aspects, merging the aspect of 
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assortment and information previously distinct by Betancourt (2016). The emerging 
four factors for retailer aspects are (1) accessibility (RA_ACC), (2) assortment 
(RA_ASS), (3) value for money (RA_VFM) and (4) assurance of delivery 
(RA_DEL). Table 16 depicts the four factors and their corresponding single items. 
Two items had to be excluded from further analysis due to high cross-loadings. 
 
Table 16: Factor analysis for retailer aspects 
Items     Factors       
  1 2 3 4       
  
Assurance 
of delivery 
Assortment  
Value  
for money 
Accessibility  
      
When purchasing consumer 
electronic goods, how 
important are the following 
retailer attributes for you?   SD Avg Mdn 
The retailer's payment methods 
meet my needs. 
0.833       0.9 4.1 4.0 
The retailer's privacy and 
security policy facilitate peace of 
mind during my purchases. 
0.796       1.0 3.9 4.0 
The retailer's return or devolution 
policies meet my needs. 
0.728      0.9 4.2 4.0 
The broad product range of the 
retailer facilitates combining  
different products in a single 
order. 
  0.846     0.9 3.7 4.0 
The range of product alternatives 
(sizes, colors, etc.) facilitate my 
purchase. 
  0.760     0.8 3.7 4.0 
The retailer meets my 
information needs, e.g. related  
to new offers and services.  
 0.626     0.9 3.8 4.0 
The retailer offers more 
attractive offers than other 
retailers.  
    0.855   0.9 4.2 4.0 
In general, the items from this 
retailer live up to my 
expectations. 
   0.683   0.8 4.1 4.0 
The retailer facilitates the 
purchase and delivery of  
purchased items at a time and 
place of my convenience.  
      0.917 0.9 3.9 4.0 
                
Cronbach Alphas   .75   .81 .70 N/A*       
Variance covered 47.8 11.5 8.7 8.0       
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Final factor reliability varies from 0.70 to 0.81, which is acceptable for 
constructs with two to four items (Churchill, 1979). Although this result deviates 
from its theoretical underpinnings, the four-factor solution is comprehensible from 
the customers’ perspective and thus proved suitable for further analysis. 
The 3-item scale for attitude towards retailer switching resulted in a single-
factor solution. While the original single items had been derived from existing 
studies, the one-factor solution has not been applied in literature to date.   
5.4. Results 
 The regression models of our study explain 36% of variance in intended CCRS 
adoption and 58% of variance in CCRS-induced retailer switching. Regression results 
show that out of 300 participants 40% intend to use CCRS and out of those customers 
45%, i.e. 18% of the total sample, intend to change their retailer in order to use 
CCRS.11  
5.4.1 Determinants of CCRS adoption  
The regression model for CCRS adoption evaluates the relative impact of 
socio-demographics, customer attitude, retailer aspect preference, and technology 
readiness on the behavioral intention to adopt CCRS (see Table 17). In the final 
regression model (model 4) socio-demographic control variables demonstrate no 
significant influence. 
Hypotheses H1.1a-b state that hedonic and utilitarian customer attitudes 
positively impact the intention to adopt CCRS. In the final model, the regression 
results confirm only hypothesis H1.1a: Hedonic customer attitudes show significant 
positive influence on CCRS adoption, but utilitarian customer attitudes do not exhibit 
significant impact on the intention to adopt CCRS.   
 
 
 
 
11  For those respondents, average values across CCRS examples are equivalent to somewhat agree, 
agree, or strongly agree 
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Table 17: Regression models for intended CCRS adoption 
                      
   Model 1   Model 2   Model 3   Model 4   
Socio-demographics                 
Age     -0.10__   -0.11*_   -0.11*_   -0.07__   
Gender   -0.00__   0.01__      -0.01__   0.07__   
Residential area   -0.06__   -0.05__   -0.07__   -0.03__   
Education   0.00__   0.02__   0.04__   0.00__   
                      
Customer attitude                 
Hedonic       0.34**   0.30**   0.13*_   
Utilitarian       0.28**   0.18*_   0.09__   
                      
Retailer aspect preference                 
Accessibility           0.15*_   0.12*_   
Assortment           0.04__   0.04__   
Value for money         0.08__   0.04__   
Assurance of delivery         0.16*_   0.13*_   
                      
Technology readiness                 
Innovation               0.20**   
Discomfort               0.04__  
Optimism               0.38**   
Insecurity               -0.09__   
 
  
 
    
  
              
Δ R2     0.14__   0.20__   0.04__   0.14__   
R2     0.14__   0.21__   0.25__   0.39__   
Adjusted R2   0.00__   0.19__   0.23__   0.36__     
F     1.04__   12.97**   9.78**   12.94**   
                      
*p < .05, **p < 0.001                 
Note: All coefficients are standardized regression coefficients 
          
H1.2a-d predicate that retailer aspect preferences have a significant influence 
on the intention to adopt CCRS. Our results show that customers who focus on 
accessibility and assurance of delivery in their consumer electronics purchase process 
show significantly higher intention to adopt CCRS. This confirms H1.2a and H1.2d. 
The remaining retailer aspect preferences do not demonstrate a significant influence 
on CCRS adoption in our model. 
Two technology readiness constructs show significant positive impact on the 
intention to adopt CCRS; optimism and innovation. This result confirms our 
hypotheses H1.3a and H1.3c that a higher technological readiness positively 
influences the intention to adopt CCRS. Interestingly, the two dimensions discomfort 
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and insecurity, which describe technological aversion, demonstrate no significant 
negative impact on CCRS adoption.  
5.4.2 Determinants of CCRS-induced retailer switching 
  The second hierarchical regression shows the relative impact of socio-
demographics, customer attitude, retailer aspect preference, technology readiness, 
attitude towards retailer switching, and intended CCRS adoption on the intention to 
switch the retailer (see Table 18). As expected, intended CCRS adoption shows the 
highest influence on CCRS-induced retailer switching intention, which confirms our 
basic hypothesis H0. Similar to CCRS adoption, socio-demographics demonstrate no 
significant influence in the regression model. 
Hypothesis H2.1a-b state that hedonic and utilitarian customer attitudes 
positively impact the intention to switch the retailer in order to use CCRS. However, 
the regression results show no significant impact of hedonic or utilitarian customer 
attitudes towards shopping on CCRS-induced retailer switching intentions.   
H2.2a-d predicate that retailer aspect preferences have a significant influence 
on CCRS-induced retailer switching intentions. Our results show that customers who 
focus on value for money in their consumer electronics purchase show significantly 
lower intention to switch the retailer in order to use a CCRS. This confirms H2.2c. 
The remaining retailer aspects do not demonstrate a significant influence on CCRS-
induced retailer switching intention in our model. 
Two technology readiness constructs show significant positive impact on 
CCRS-induced retailer switching intention; innovation and discomfort. This confirms 
our hypothesis H2.3a in that a higher technological innovativeness positively 
influences the intention to switch the retailer in order to use CCRS. However, the 
positive impact of discomfort on intended retailer switching contradicts the more 
general hypothesis that higher technological readiness positively influences CCRS-
induced retailer switching and rejects hypothesis H2.3b.  
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Table 18: Regression models for intended retailer switching         
                            
   Model 1   Model 2   Model 3   Model 4   Model 5   Model 6 
Socio-demographics                       
Age     -0.09  -0.09__  -0.12*_  -0.09___  -0.09__  -0.04__ 
Gender   -0.05  -0.04__  -0.05__  0.06__  0.06__  0.01__ 
Residential area   -0.09  -0.08__  -0.09__  -0.07__  -0.07__  -0.05__ 
Education   0.03  0.05__  0.05__  0.02__  0.02__  0.02__ 
                 
Customer attitude            
Hedonic     0.27**  0.25**  0.06__  0.06__  -0.02__ 
Utilitarian     0.19**  0.14*_  0.07__  0.07__  0.02__ 
                 
  Retailer aspect preference            
Accessibility       0.13*_  0.12*_  0.12*_  0.04__ 
Assortment       -0.02__  -0.01__  -0.01__  -0.04__ 
Value for money     -0.08__  -0.09__  -0.09__  -0.12*_ 
  Assurance of delivery        0.16*_  0.14*_  0.14*_  0.05__ 
                
  Technology readiness          
Innovation        0.29**  0.29**  0.15*_ 
Discomfort        0.16*_  0.16*_  0.13** 
Optimism        0.28**  0.28**  0.02__  
Insecurity        -0.13*_  -0.13*_  -0.06__ 
                 
  Attitude towards retailer switching      -0.01_  -0.03__  
 
                 
  Intended CCRS adoption         0.68**    
 
Δ R2     0.02  0.11__ 
 0.05__  0.15__  0.00__  0.28__ 
R2     0.02  0.13__ 
 0.18__  0.32__  0.32  _  0.61__ 
Adjusted R2   0.01  0.11__  0.15__  0.29__  0.29   __  0.58__ 
F     1.47  7.27** 
 6.16**  9.61**  8.95**   27.02** 
                            
*p < .05, **p < 0.001                       
Note: All coefficients are standardized regression coefficients  
              
The customer attitude towards retailer switching does not significantly 
influence CCRS-induced retailer switching intention. 
5.4.3 CCRS content and CCRS adoption  
 As outlined in section 5.3.2.1, the operationalization of CCRS represents 
aggregated values of responses for 10 specific CCRS examples. In an attempt to 
explore the impact of CCRS content on CCRS adoption, we conducted T-tests per 
CCRS example to investigate if customers that value a certain retailer aspect are more 
likely to adopt a CCRS that provides a value-add to their preferred retailer aspect. 
The results of this analysis in Appendix A show that out of 21 CCRS benefits 
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postulated by participants of our pre-test, nine postulated benefits show significant 
higher CCRS adoption by customers, who value the corresponding retailer aspect. 
5.5. Discussion 
The fact that 40% of study participants intend to use CCRS and that 18% of 
the total sample are willing to engage in CCRS-induced retailer switching confirms 
that CCRS play a considerable role in the German retail industry for consumer 
electronics and that the presence of CCRS in an omni-channel retailing industry can 
induce retailer switching.  
5.5.1 Findings on CCRS adoption  
For the purpose of our study we can neglect the explanatory power for CCRS 
adoption and focus on the relative impact of the selected constructs to CCRS 
adoption. Our model of intended CCRS adoption identifies five significant 
determinants of CCRS adoption; the technology readiness dimensions optimism and 
innovation, the retailer aspect preferences for assurance of delivery and accessibility 
as well as the hedonic customer attitude towards shopping.  
Most notably, technology readiness depicts much higher predictive pose, i.e. 
standardized coefficient values, and much higher explanatory power (Δ R2 = .14) for 
intended CCRS adoption than customer preferences for certain retailer aspects  
(Δ R2 = .04). This finding is of utmost importance as it indicates that retailers have 
only limited possibility to alter customer behavior by improving aspects of their retail 
offering. This is a novel insight, as there exists no literature to contrast the impact of 
both concepts on customer behavior.  
5.5.2 Findings on CCRS-induced retailer switching  
Our extended model including intended CCRS adoption and attitude towards 
retailer switching explains 58% of CCRS-induced retailer switching intentions. As 
predicted, the dominant determinant for CCRS-induced retailer switching is a 
customer’s intention to use CCRS.  
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The technology readiness dimension innovation depicts the second strongest, 
positive influence on the intention to switch a retailer in order to use CCRS. I.e. 
technologically innovative customers are more likely to switch a retailer in order to 
use CCRS. This deems logical considering that CCRS often imply use of 
technologically complex or innovative touchpoints. The technology readiness 
dimension discomfort represents the third-strongest , significant determinant for 
CCRS-induced retailer switching in our model. At first sight, it comes as a surprise 
that customers who perceive discomfort using technological products and services 
are more likely to switch a retailer in order to use CCRS. A possible explanation is 
that this discomfort refers to dissatisfaction with the current technological 
environment. In case a customer is dissatisfied with the CCRS that he or she currently 
faces, the customer is more likely to switch the retailer in order to use a (more 
promising) CCRS. This hypothesis is supported by the fact that discomfort and 
insecurity exhibit no significant influence on intended CCRS adoption per se.  
The last significant, negative determinant for CCRS-induced retailer switching 
intention is a customer preference for the retailer aspect value for money. This means 
that customers are less likely to engage in CCRS-induced retailer switching if they 
are predominantly looking for competitive prices or promotions and choose their 
retailer based on best value for money.  
 The fact that customer attitudes towards shopping and the attitude towards 
retailer switching do not exhibit a significant influence on CCRS-induced retailer 
switching comes as a surprise. The outcome states that independently of customer 
attitudes towards shopping, customers exhibit the same probability for CCRS-
induced retailer switching. This finding presents CCRS-induced retailer switching as 
a threat of the masses, but contrasts with theory of planned behavior and most 
research in this field that report strong influences of customer attitudes on customer 
behavior.   
Socio-demographic control variables show no significant influence of age, 
gender, residential area, or education on the stated intention to switch a retailer in 
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order to use a CCRS. These results confirm findings from other studies on retailer 
switching, who report no significant influence of socio-demographics on retailer 
switching (e.g. Chou et al., 2016; Heitz-Spahn, 2013). 
5.5.3 Findings on CCRS content  
The exploration of CCRS adoption per CCRS example confirms the need for 
a general operationalization of CCRS: The benefit of a single CCRS is often 
ambiguous and cannot be pinned down to only one retailer aspect. Responses from 
the pre-test of our study confirm this challenge. Similarly, our T-Test remains 
inconclusive regarding the impact of CCRS content on CCRS adoption.  
5.6 Conclusions 
5.6.1 Managerial implications 
In general, our study reveals that customers are willing to adopt CCRS and 
that a considerable number of customers is also ready to switch their retailer in order 
to use CCRS, i.e. we confirm the existence of CCRS-induced retailer switching. In 
specific, our study offers two main implications for retail businesses:  
First, in order to acquire new or satisfy existing customers, retailers need to 
design CCRS that appeal to all customers: They need to put special emphasis on 
designing CCRS as customer-friendly as possible so that the service offering also 
appeals to customers that are less tech-savvy. With regards to CCRS content, retailers 
should focus on services that improve assurance of delivery as well accessibility. This 
means retailers need to go back to basics and prioritize the development of CCRS 
that improve assurance of smooth transactions and delivery processes in order to 
increase trust in a reliable retail transaction. Investments that focus primarily on 
playful assortment discovery or enhancing a product assortment with extended 
editorial content can be deprioritized. Yet, despite a focus on intuitive usability and 
reliable retail transactions, attractive CCRS must also satisfy customers with a strong 
hedonic motivation for shopping by offering an enjoyable, even exiting, shopping 
experience. 
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Second, our findings indicate that retailers can overcome CCRS-induced 
retailer switching by offering competitive CCRS or by a competitive value-for-
money positioning: As discomfort with the existing technological service offering is 
a reason for customers to engage in CCRS-induced retailer switching, retailers need 
not only design new, customer-friendly CCRS. They also need to assess their current 
processes in terms of customer friendliness. Our study shows that customers with a 
focus on value for money are less likely to engage in CCRS-induced retailer 
switching. This highlights the strong role of competitive pricing in an omni-channel 
retail environment and explains why several retailers engage in price wars. However, 
price reductions and promotions do not represent a widely applicable long-term 
strategy to acquire new or retain existing customers but can only be applied 
selectively and within limits in order to remain profitable. Therefore, offering 
attractive CCRS remains the only strategic option which is viable in the long term.  
5.6.2 Limitations and further research  
Despite considerable contribution to research on determinants of CCRS 
adoption and CCRS-induced retailer switching, our study comprises several 
limitations:  
First and foremost, the heterogeneous nature of CCRS as a research subject 
poses a challenge for analytical models. For the purpose of our study it proved 
necessary to generalize a broad variety of CCRS. We approached this challenge by 
aggregating responses for different, specific CCRS examples into one meta-CCRS. 
This approach is certainly limited in that it covers only a certain scope of potential 
CCRS and generalizes broadly. While this might be suitable for this research project, 
it is still a novel operationalization. To date, there exists no considerable number of 
empirical publications investigating CCRS in general. Therefore, we strongly 
encourage further research on CCRS in order to develop a sound operationalization 
for this heterogeneous research subject.  
Second, the set-up of this study as a survey collecting the intentions for CCRS 
adoption and CCRS-induced retailer switching can only serve as a proxy for factual 
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CCRS adoption and retailer switching behavior. Therefore, experimental studies in 
this area are strongly encouraged. Also, our findings base on responses from German 
consumers for purchases of consumer electronics, which introduces both a national 
and a product group bias to the results. Future investigations with other regional and 
product foci are encouraged to identify geographical and industry-based differences 
in customer behavior.  
Third, our results are based on a model that exhibits low explanatory power 
for CCRS adoption and only moderate explanatory power for intended retailer 
switching. Therefore, further research needs to be undertaken to extend the model at 
hand and validate the resulting effects while maintaining manageable complexity of 
the analytical models.  
In closing, we suggest further research in the following areas; (1) 
understanding discomfort with existing CCRS manifestations in order to retain 
existing customers, (2) exploring the perceived value-add of CCRS and its impact on 
customer behavior in order to improve CCRS content, and (3) investigating the 
dilemma of customer-friendly, yet innovative, technologically-advanced CCRS 
design.  
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VI. Conclusion 
The dissertation at hand investigates retailer switching and identifies potential 
and threat of CCRS for retail businesses. Its conceptual discussions and empirical 
results generate considerable research findings. Figure 15 provides an overview of 
the key results for each paper of this dissertation. This chapter summarizes the 
dissertation’s contribution to research as well as its implications for business practice. 
 
 
Figure 15: Main results per paper 
Source: Own illustration 
 
6.1 Contribution to research 
This dissertation offers several contributions to research. By comparing 
different concepts of retail quality and retail services, it links different research 
streams in order to assess the multi-facetted nature of CCRS and customer behavior 
in omni-channel retail environments. It reviews, aligns, and condenses dispersed 
research concepts and facilitates further research on the role of CCRS for retail 
quality.  
By deriving and defining CCRS as well as the development of the CCRS 
Pentagon, this dissertation condenses the multitude of definitions in this area. This 
Enhancing multi-channel 
retail quality through 
cross-channel services
What drives competitive 
webrooming? The roles of 
channel and retailer aspects
Cross-channel retail services: 
A service classification along 
the retail function. 
Aspects of the retail function based on distribution service output theory, provide a 
holistic concept to assess retail quality. Retail quality depends upon and is limited by 
characteristics of the retail channel. CCRS can overcome limits of a specific retail 
channel and thus have the potential to enhance retail quality. 
Among retailer aspects, expected dissatisfaction with assurance of delivery and 
uncompetitive prices drive webrooming with retailer switching. Interactions of channel 
and retailer aspects emerge: Assurance of delivery and price attractiveness dampen the 
impact of anticipated lack of channel after-sales services on competitive webrooming.
The novel CCRS Pentagon presents a classification scheme for CCRS manifestations 
based on value-adding technology and content of CCRS along aspects of the retail 
function. Four categories of CCRS emerge; accessibility-enhancing CCRS, offer-
upgrading CCRS, transaction-boosting CCRS, and ambiance-stimulating CCRS. 
Paper Results
A
B
C
Service-induced retailer 
switching – power of 
cross-channel retail services
The existence of considerable CCRS-induced retailer switching in retailing of consumer 
electronics is confirmed. This affirms that CCRS present a threat for retailers. Besides 
the intention to use the CCRS, a positive attitude towards technological innovation and 
discomfort with the existing technologies drive CCRS-induced retailer switching.
D
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conceptual work presents a novel theoretical foundation for the contemporary 
research object of CCRS. With this foundation, the dissertation offers a direction and 
theoretical framework for future discussions of holistic CCRS concepts. 
By investigating the drivers for webrooming and CCRS-induced retailer 
switching, this dissertation complements existing research on customer behavior in 
retailing: First, the investigation of the webrooming phenomenon is novel as 
compared to investigations of showrooming customer behavior, which has been 
studied more extensively. Second, CCRS-induced retailer switching is a type of 
customer behavior that has not been defined or examined explicitly to date.  
6.2 Contribution to practice 
This dissertation contributes to business practice by offering research insights and 
managerial tools. Insights from the research findings of both empirical studies can be 
summarized as follows:  
o The omni-channel retail environment poses a threat for retailers to lose 
customers in case of uncompetitive retail offerings. CCRS intensify this 
challenge via the existence of CCRS-induced retailer switching.  
o Interaction effects between retailer aspects and channel aspects are not 
negligible – retailers can steer customers into channels based on the 
respective retail offering. 
o A competitive retail offering with regards to assurance of delivery and 
value for money is key for retailers to minimize the threat of CCRS-
induced retailer switching among their customers.  
o Nonetheless, retailers need to acknowledge that not all customers are ready 
for technologically advanced CCRS and that services need to appeal to 
different customer groups. 
In sum, beforementioned insights enhance the understanding of retailer 
switching in omni-channel retail environments and offer thought-provoking impulses 
for retail strategy and retail service design.  
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Besides insights from the empirical studies, the CCRS Pentagon offers a 
management tool for business practice to assess existing services and design new 
CCRS. In contrast to the thought-provoking insights mentioned above, the CCRS 
Pentagon provides a hands-on application for management analyses.  
6.3 Limitations 
Despite its contribution, this dissertation has certain limitations based on the 
nature of CCRS research and the set-up of the quantitative studies.  
First and foremost, the investigation of CCRS and retailer switching follows a 
holistic approach which comes with a lack of depth. The derived concepts and models 
in this dissertation rest upon selected literature reviews. This means they do not reflect 
the entirety of multi-facetted CCRS research and its underlying, multidisciplinary 
research streams. Therefore, the author encourages academics to undertake further 
research and assess the presented concepts and models in light of other theories or 
models.  
The before mentioned, conceptual limitations of this dissertation also apply to 
the CCRS Pentagon. The validation of the CCRS Pentagon occurred by means of two 
exemplary CCRS cases. This certainly leaves room for further validation of the 
concept based on more comprehensive case studies or studies with a quantitative 
focus such as industry-wide CCRS assessments. 
 Limitations with regards to the empirical research of this dissertation can be 
distinct into limitations based on the analytical models, limitations based on the 
operationalization of certain research objects, and limitations based on the context of 
the consumer surveys.  
Due to the complexity of the research question, analytical models used in the 
empirical research papers had to be constructed as simple as possible while covering 
all relationships under investigation. As a result of this minimalistic approach, there 
remains potential for further research to enhance or adapt the presented models.  
More specific, the operationalization of retailer switching in the empirical 
papers exhibit limitations: The webrooming study in Paper B asks participants to 
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indicate retailer switching based on their last purchase of consumer electronics. While 
this approach has been applied in other publications, future behavior is not a replica 
of the past, but changes based on past experiences. Thus, findings based on most 
recent customer purchases only provide limited explanatory power for future 
customer behavior. The study on CCRS-induced retailer switching in Paper C asks 
participants to indicate their intention to switch the retailer for future purchases. But 
intention can only serve as a proxy for factual customer behavior. Therefore, the 
author underlines the need for quantitative research in retailing based on transactional 
data, i.e. factual customer behavior, which ideally covers the whole customer journey.  
The operationalization of CCRS in Paper C by means of aggregated values for 
ten CCRS examples also contains limitations. The findings of Paper C are a result of 
selected CCRS examples developed and validated within the limited scope of a pre-
test set-up. Here, the author suggests further research to define a more robust and 
universal operationalization of CCRS.  
Further limitations of the empirical research emerge from the participant 
selection and survey set-up: Both quantitative studies are consumer panel surveys 
executed in Germany with retail customers older than 18 years. The set-up of both 
studies applies a product group focus on consumer electronics. As a result, findings 
from both studies contain a regional as well as a product group bias. The author 
suggests further research in other retail settings to overcome this bias. 
6.4 Further research 
In light of before mentioned limitations, further research is suggested to verify the 
findings of this dissertation and to validate the identified relationships in other retail 
settings. As regards to content, the author encourages future research in three areas 
based on the presented findings:  
First, the definition of CCRS and identification of CCRS elements need to be 
validated in order to be established as a universally acknowledged definition of CCRS 
and to close this gap in the literature. For this purpose, the author suggests 
complementary, academic meta-analyses of CCRS definitions or industry-wide 
 
 
118 
studies of CCRS manifestations. In a similar vein, conceptual reviews and practical 
application of the CCRS Pentagon are needed to refine its conceptual contribution to 
research and to exploit its potential for retail business practice.  
Second, the author suggests building on this dissertation’s empirical findings with 
regards to retailer switching: Among retailer aspects, expected dissatisfaction with 
assurance of delivery and uncompetitive pricing have been identified as key drivers 
for retailer switching. A comprehensive investigation of related relationships is 
recommended to enhance those insights and derive practical implications for retail 
businesses. A thorough assessment of price reductions on retailer switching for 
example can be applied to derive the formula for a break-even point where highest 
customer retention comes at lowest cost for the retailer.  
Third, investigating the determinants of CCRS adoption based on a holistic CCRS 
operationalization asks for a critical assessment and affirmation in further studies. 
Results of this dissertation highlight the need to better understand which specific 
aspect of CCRS drives service attractiveness, i.e. make CCRS appeal to retail 
customers, as well as the need for a better understanding of discomfort with existing 
CCRS manifestations. In specific, the author suggests further research on perceived 
attractiveness of simple and intuitive versus innovative and technologically-advanced 
CCRS. Ultimately, detailed investigations of the perceived value-add of CCRS and 
its impact on customer behavior are needed to improve CCRS design.   
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Appendix A: T-Tests for retailer aspects per service example 
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